Pel 


<a 





jerre? 


not 


wet 





diest, 
itique 
ished. 
. Use 

yet 


beeen 











Sipe tk. H 


Are 1941 
DETR 


OTT 

















SWAY Clap 
° ni” 


2 , / oe ae HEADS 
y 


I a * oh fei, ARE 
ONVVERS | 23° 10 26 — 


INVITED? © 5 : ONE 


wy AY “bi tte BRING 


B 
FOR \ THE 


WUE \ boss! 


o 
ae Db ge A \ 


INTERNATIONAL ~~ - 
ASSOCIATION = SHERMAN _ 
OF DISPLAY MEN + CHICAGO ~ 


I.A.D.M. HEADQUARTERS 


J. B. McCANN, President---JOHN L. KING, Managing Director 
402 Evening Star Building Washington, D. C. 






























HERE COMES... 
WALT DISNEY $ 


DUMBO 


© woe 
THE CHRISTMAS NATURAL 


FOR YOUR TOYLAND AND 
WINDOWS * * k& * 


From the biggest little show on Earth. . . the next Walt 








Disney full-length feature motion picture productian in 
Technicolor—with new song hits...that’s undoubtedly 


the greatest attraction ever produced by Walt Disney. 


Yes ... Dumbo is a Christmas natural © 
that will put your toy department and 
windows at the “head of the parade.”’ 
Write or wire for our representative to 


see you now. 


* 


Make a date now to see our complete 
Dumbo Exhibit at the IADM Conven- 
_tion in Chicago, June 23 to 26. 
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THIS AD AND ALL DUMBO DESIGNS © WALT DISNEY PRODUCTIQNS e DUMBO DISPLAY PROMOTIONS EXCLUSIVELY BY 


W. L. STENSGAARD & ASSOCIATES, INC. 


OAKLAND CHICAGO NEW YORK 





DISPLAY. WORLD MAY, 194 








THE FIRS AN 
NMA 


HISTORY 


Well, maybe not quite 

the first man in the 

we did develope the 
man in the 

Be sure te see our 












at the convention. 





AUTHORIZED DEALERS: B. A. JACOBS, 772 S. LOS ANGELES ST., LOS ANGELES—CRYSTAL FIXTURE CO.,. 226 S. WABASH AVE., CHICAGO 


















iGO 

















Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 


MERCHANTS RECORD AND SHOW WINDOW 














VOLUME XXXVIII 





MAY 





1941 





NUMBER 5 




















Strawberry Festival 





California Variety 






New York Pageant 





Promotions For July 





May In Chicago 
l. A. D. M. News 







The August Fur Sale . 





Background Evolution 





Seasonable Ideas 


Here And There 






Display Merchandising 
What Did It Sell? 

Editorial - +2 
"Talking" Show Cards 


Fashion-Vane 








Think This Over 
The Display Parade 





Questions And Answers 


Reminiscing. -. - .- 


THE DISPLAY PUBLISHING COMPAN 






Eastern Office: V. W. 


and its branches. 


"How Can | Make People Look At My Display?" 


Point-Of-Sale Gallery Of National Displays 


CONTENTS 


Small Space Is Adequate For Close-Up Displays 


Public Learns Of Plastics From Itinerant Exposition 


Member Audit Bureau of Circulations. 


Sebastian, Room 1101, Flatiron Building, 175 Fifth Ave., New York City. Tel 


- += 1209 Sycamore St. 


By J. W. Campbell. . . 5 
By Herb Cross . 6 
By Albert Bliss . 8 
By Virginia Roehl 10 
By Louis Gehring 12 
By Kendall Hull 14 
By John L. King 16 
18 
20 
- ee Gem S 22 
By Ray O. Larson 24 
By Everett Scrogin. . . 26 
‘<b ‘i 28 
By De Sault 30 
By R. E. Moore 32 
ae oe ee 34 
By Kearny Sobral 36 
By Francine Post 37 
Display Studio Problems: XXXII. Knife-Cutting Screens For Fast Process Work 
By Atley L. Gillam. . . 38 
oe ee + Sow 
By Frank G. Bingham . . 42 
By Tony Brinker 44 
47 
‘ 48 


CINCINNATI, OHIO 


\Lgonquin 4-0211 


payable in l[ S. funds 


Published monthly ai $3.00 a year for the United States and Canada; foreign, $4.00 a year. Canadian and foreign orders 
by international money order or New York bank draft. Single copies, 30 cents. For sale on news stands supplied by the American News Company 
i i : Entered as second-class matter September 20, 1922, at postoftice . a pa 


at Cincinnati, Ohio, under act of March 


3, 1879 


























194! 


We will attempt, at all times, to make our displays 
represent the store at its best and to make it reflect 
the character of our institution. . . . We believe that 
display must always sell, but it must have other func- 
tions as well because the majority of our customers form 
their opinions about the store from the more or less 
casual attention which they give to our displays. It is 
certainly worth the best brains and best effort of every 
retailer.""—Frank M. Mayfield, president, Scruggs-Van- 
dervoort-Barney, Inc., St. Louis, and president, National 
Retail Dry Goods Association. 










OUR NEXT ISSUE 


Comes June, and time for the annual con- 
vention of the International Association of 
Display Men. So the June 15 issue of DIS- 
PLAY WORLD, out just a little over a week 
before the convention, will carry full and final 
details of the convention plans —plus the 
regular features by Gehring, Roehl, Cross, 
Hull, De Sault, and all the others. . . . And 


in addition to several splendid feature arti- 
cles, watch for one by Al Bliss on a poll of 
merchants relative to this year's Christmas 
display plans. 








THE COVER 


“In Old Tasco" is the title of this Mexican 
street scene setting by Fred Wassall, Walker 
Brothers, Wichita. The side walls were painted 
in soft corals, blues, and white. Real bull- 
fight posters were used on the walls. The 
scene on the background was colorful, with 
brilliant yellow light pouring from behind the 
left wing to make the donkey stand out in 
silhouette. The donkey was made of news- 
paper and gummed tape over a wood foun- 
dation; its "hide" was of palm-leaf fibre. 
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SIDEWALK 


BY USING 


THE NEW-REVOLUTIONARY 
MULTIFORM DISPLAY 


Effective window displays require a lot of 
imagination. LET MULTIFORM DISPLAY 
serve you, with its Beauty and Appeal. 

MULTIFORM DISPLAY is constructed of 
chromium steel, and contains interchangeable 
assorted glass shelves. 


































It contains no bolts or screws, yet it is strong, 
and will withstand fierce vibration. 

It can be used to full advantage in small or 
large windows. 


PATENTED IN U. S. A. 


100% NEW 
100% EFFECTIVE 
100% ORIGINAL 


BE AMONG THE FIRST to use MULTI- 
FORM DISPLAY, and take advantage of the 
numerous combinations for display supplied to 
you FREE with order. 

MULTIFORM DISPLAY is a product of 
TRANS-MARINE TRADING AND GENERAL 
PATENT CORPORATION. 





Trans-Marine Trading & General Patent Corporation, 
535 Fifth Avenue, New York City. { 


f Tel. Mu. 2-4271. 
State distributors wanted. 


Name...... hei are birt aeotaastes 
Send full particulars. | 
Address eins 














(Multiform Display Department) 
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Strawberry Festival 


Scooping the greengrocer by a couple ot 
weeks, Carson Pirie Scott & Co. made shop- 
ping Chicagoans strawberry-conscious early 
A display program carried out 


in April. 
within the store, as 
State street windows, stepped up both in- 
terest and cash register receipts in a number 
of different departments. Women stormed 
counters demanding 


well as in a series of 


the accessory bunches 
of red-ripe spun-cotton berries to 
coat and suit lapels ... they trooped to the 


section in 


wear in 


lingerie search ot housecoats, 
pajamas and night frocks in gay strawberry 
prints to the ready-to-wear department 
for house dresses, cotton formals, play togs 
and children’s pinafores to the home 
furnishings floor for chintzes, wall paper, 
lamp shades and innumerable knick-knacks. 
In fact, they combed the 
“strawberries.” Such 

our Strawberry festival. 


store, gathering 


was the success of 

Making a first bid for attention was our 
series of front seven in all, in 
which the strawberry motif was exploited in 
Morning began brightly 
—caption “For Break- 


windows, 


a variety of ways. 
in one “sunlit” setting 





By J. W. CAMPBELL 
Carson Pirie Scott & Co., Chicago 


fast on the Terrace—and dish some up for 
yourself from your very attractive surround- 
For this unit, we used an arresting 
full-length multi-paned 
studio window, hung with sheer white celan- 
border otf red_ ball- 
highly illumined 


ings.” 
background ...a 


ese curtaining with a 
through which a 
sky-blue painted backdrop was visible. <A 


iringe, 


long window seat was made gay with three 
panels of wall paper in a strawberry design, 
set in white wood trames with inside scal- 
loped edges. Matching the paper were chintz 
pillows, chair cushions, a lamp shade and 
a splash of material anchored to the poster 
\ mannequin, in a 
white 
wrought-iron table covered with an organdy 
there 


by a corsage of berries. 


berry morning coat, approached a 


cloth with berry appliques were 


more berries in dishes, in bowls and hanging 


—Strawberries, not the allergic kind, held 

full sway at Carson's recently. The com- 

plete display program is described in the 

accompany article by J. W. Campbell... . 

(All photographs by courtesy of Fred Kuehn 
& Co., Chicago) — 


wall pots. lo complete the picture there 
tile-effect floor, a top 


looped white iron wire, porcelain birds and 


was a border of 


a nest of glass-topped coffee tables Phe 
window 
Next door a strawberry blonde in a straw 


is pictured. 


berry house dress was hard at work making 
strawberry jam in a strawberry kitchen. We 
offer as proof the photograph shown here 
tomorrow, 
jelly 
labels 
stand-up 


modern as 
old-fashioned 
glasses hand-lettered white 

like grandma make. \ 
placard, dramatized in the 


depicting a room as 
except for a row of 
bearing 
used to 
manner of all 
“The 


kitchen as gay 


those used throughout the series, read 
jam boiled over and lo! a 
itself 


as spring with strawberries abloom 


all around And they were ... in the wall 
paper panel at back, the ruffled chintz val 
bordered the set, in clusters 


ance which 


which caught the sheer twin-window cur 
tains into hour-glass silhouettes, and in bits 


\W oode a 


boxes ot cotton berries stood on the gleam 


of bright pottery about the room 


ing white cabinet, on the modern table, cen 
[Continued on page 35] 
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California Variety 


By HERB CROSS 


"Dick" Whittington, Photographers, Los Angeles 





Early summer and the call of the open 
road led the fashion parade to the out-of- 
doors, and inspired the shopping public to 
thoughts of fun and sunshine the California 
way. Fun? Excitement? Pleasure? There 
was plenty of all this revealed in the win 
dows and in the interior displays. Manne 
quins were breakfasting in the cool of tree 
resting at ease in the 
Yes, life seemed worth 


shaded patios 
warm, bronzing sun 
a cool million as Los Angeles displaymen 
pictured it. 

The crowds which swarmed the sidewalks 
also had their first glimpses of “Spring 
Modes for the Home, 1941." They delighted 
in the refreshing displays of new color com 
binations, new fabrics, and new designs in 
furnishings for the up-to-the-minute home. 
In the windows were patio layouts with bar 
becue pits, gay umbrellas, and inviting 


metal furniture, the 1941) version of the 
wickerware verandas of yesteryear. There 
were streamlined living rooms—dining rooms 
with furniture looking almost as good to 
eat as it is to eat on. There were kitchens 
as modern as vitamins. Plastics made the 
chairs transparent; swirling metal gave mo- 
tion to stillness; new curves and _ slants 
made wood unwooden. 

In growing anticipation of vacation times 
ahead, one prominent store devoted its en 
tire window front to a series of displays 
titled “Meandering in Mexico.” The win 
dows revealed a sneak preview of the proper 
apparel for a tour into that romantic coun- 
try to the south of us. The fashions shown 
looked like a page out of a story book, with 
gay and enticing “lipstick reds” pronounced 
in the women’s wear. In tact, the impres- 
sion gained when approving these remark- 
able windows was “Any color, so long as it’s 


red.” Other stores featuring vacation wear 





f 























introduced such new and distinguished col 
ors as Sand Dune tan, Trinidad tan, an 
Sail blue. Each of these colors was illus 
trated with appropriate backgrounds an 
settings. From store to store, from window 
to window, no matter where the shopper 
traveled in Southern California he or she 
found these themes informality and 
California casualness for a California sum 
mer. 

Three other items shared in the pre 
summer spotlight in the window displays 
Mother’s day, Boys’ week, and Baby week 
Heir-minded displaymen were in their glory 
arranging toys and accessories for the new 
born. The May Company had an extensiv 
series of windows and coinciding interior 
displays promoting “Gifts for Mother—sh« 
never forgets.” Boys’ week brought. sey 
eral new trends in that field. 

The first window illustrated here was from 
Desmond’s-Wilshire. “For the first lady ot 





your life” was the title of this corner display 
featuring Californiana fashions. Casual 
ness, the general theme for all Los Angeles 
showings, was indicated in the actions ot 
these window mannequins. One was seated, 
the other standing atop a huge Desmond's 
gift-box. The relaxed positions coincided 
with the easy-going fashions on the figures. 
Soft illumination, plus cellophane on_ the 
window glass itself, made the showing espe 
cially attractive at night. Beautiful flowers 
and artistically placed accessories completed 
the setting. The illustration is a close-up 
of the principal action, not the entire win 
dow. 

J. W. Robinson Company had a very ex 


—Upper left, a casual display by Desmond's- 

Wilshire. . . . Center, by Harvey Pettit, J. W. 

Robinson & Co. ... Left, by Stuart Raymond, 

The Broadway. ... (All photographs by cour- 

tesy of "Dick'’ Whittington, Photographers, 
Los Angeles) — 
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—Top and center, by J. Roy Stewart, Barker 
Brothers. . . . Below, by Kenneth Helmbold, 
Nancy's, Hollywood— 


ensive series of bridal windows. Almost 
every window this month in this huge store 
vas devoted to the bride and her activities. 
\s the shopper passed along the street the 
vindows progressively presented the bride 
in different life chapters, from the wedding 
preparation and honeymoon to maturity. 
Every display was an inimitable showing in 
itself, and Display Manager Harvey Pettit 
well deserved the credit he received. In the 
vindow pictured here, the summer bride is 
i vision of sheer loveliness in lace and 
marquisette as she awaits the never-to-be- 
forgotten ceremony. The same ethereal fab- 
rics were repeated in her attendant’s dress 

.. “heaven sent for the bride on a budget.” 
The setting for this corner window was ex- 
quisite. In the corner itself was a beautiful 
organ, designed and constructed by the dis 
play department for this purpose. The or 
gan, attractive enough in itself with its pink 
finish, was enhanced by several bouquets. 
The groom tor the wedding stood at one 
side, and around him were dark green potted 
plants which made the window perfectly 
balanced to the eye. Tiny cherubs were sus 
pended in the window, holding strings of 
imitation wedding bells. The cherubs were 
dressed in cellophane to give an ethereal 
appearance. Though not visible in the illus 
tration, the window contained a cute Hower 
girl and boy dressed to play their part in 
the ceremony. The window was. brightly 
illuminated. 

The Broadway, with Stuart Raymond as 
display manager, had a very interesting se 
ries of ten windows for “Modes” whos¢ 
theme was “Col-o-Chord.” The window pic 
tured here is an example of this series. With 
the piano keyboard as his inspiration, Ray 
mond displayed “really liveable” rooms with 
fascinating color harmonies. The window 
card read “What is your Col-o-Chord?” By 
‘Col-o-Chord” was meant the color har 
mony most suited to an individual. The 
card claimed that every chord was divided 
into four notes ... the octave, dominant, ac 
cent, and tonic. By octave was meant the 
background color scheme—by dominant, the 
furniture color—by accent, light pick-ups 
such as lamps and pictures—by tonic was 
meant the deeper tones in carpets and the 
like. This “chord” was the pattern for all 
the windows in the series. Musical charac 
ters such as the clei, the measure, and cut 
out notes were used as accessories. Ray 
mond chose a movie star whose personality 
was reflected in the color schemes and had 
an enlarged photograph of that artist in his 


or her particular window. Every one of the 


ten windows in this series had its own story 
to tell, and every one told its own story 
splendidly. 
rhe window, by J. Roy Stewart, Barker 
Brothers, at the center of page 7, was one of 
the finer presentations in the “Spring Modes 
the Home” promotion. In the window 
fabric backgrounds for summer living 
a draped pillar, decorative bamboo fur 
ture and fibre rugs ... gay, practical, and 
ightfully informal. On the window glass 
Was a cut-out cardboard silhouette symboliz- 
ing outdoor living. Meticulously designed 
[Continued on page 47] 
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“How can I make people look at my dis 
play?” The important word in this question 
is not “display,” but “people.” We must 
first know more about these people who are 
supposed to look at our displays. We can 
assume, with moderate safety, that our in 
terest can be fixed on three types of people 

1. Our regular customer. 


2. Window shoppers. 


3. Those who don’t want to buy and don't 
want to look. 

If we stop and analyze our display “habits” 
we might find we are appealing to our regu 
lar customers to the exclusion of the others. 
Our regular customer honestly needs little 
display effort. He has been sold in the past 
for some reason or other and if we continue 
to treat him with courtesy and give him thx 
customary service, we will hold him as long 
as his money holds out 


Address before the Retail Men's Wear Council 
New York City 
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How Can I Make Pecple 
Look At My Display?” 


By ALBERT BLISS, President 


Bliss Display Corporation, New York City 


Qur window shopper is in the mood. He 
must see merchandise in the window—mer- 
chandise that looks like what he wants. He 
may or may not have ever bought in the 
store He’s not a “regular.” The mer- 
chandise he sees must look fresh and appeal- 
ing. There must be no wrinkles in tailored 
clothes and casuals must be draped as if they 
felt comfortable to wear. He may or may 
not see exactly what he wants in the win- 
dow, but what he sees should suggest that 


—Top, left, by Carl Haecker, Montgomery 
Ward & Co., Chicago. . Top, right, by 
Clement Kieffer, Jr., The Kleinhans Com- 
pany, Buffalo; cellophane curtains form the 
“rain.”’ . . . Lower left, by A. T. Kalasky, 
The W. B. Davis Company, Cleveland. .. . 
Lower right, by Lew Simper, Gilbert's, South 
Bend; the refrigerator is kept filled with 
"cola" drinks, at no charge to the customer; 
the goodwill-builder costs only about $5 per 
week to operate— 
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he will find an assortment of what he 1s 


looking for inside. 


Most of these window shoppers, who don't 


yet know the store, would like some indica 
tion of price when they look at the window 
If this price is too prominent, the window 
shopper may not believe you and may say 
“There must be a joker in the deck.” Afte: 
all, he’s been fooled before. This window 


shopper is an average mathematician and it 


he sees chromium, or glass, or walnut nu 
merals sav 1% inches high—that rea 
$19.75, he won't coniuse it with $49.75. He 
primarily needs or wants some merchan 
dise and if what he sees appeals to him, we 
can bring him in the store where the sales 
men can add him to our never adequat 
“regulars.” 

Our third type of passerby, of which there 
are legions, presents our toughest problen 


They just don’t want to buy and they don't 


want to look. Because they are a_ tougl 
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problem, we unconsciously avoid them in 
our conscious effort to appeal to Group One 

our “regulars’—and to Group Two, our 
“window shoppers.” 

Let's consider our thinking when planning 
a window, and “his” thinking after we have 
installed the display. 

We love our merchandise and we live it 
We also love to sell our merchandise and 
cant understand why “Mr. Johnny-run- 
quickly” doesn’t clamor to buy it. Well, he 
doesnt love it. He doesn't live it. He has 
his own troubles and no money besides. 

To identify this problem-child, he is you, 
vourself, when you pass any window filled 
with merchandise in which you have no 
interest—but definitely. 

Now that we've settled that, we can find 
out “How to make people look at our dis 
play” by learning what will make you look 
at any window filled with merchandise you 
have no earthly use for. 

You will look at a free show 
we consider the carnival operator, we may 


Perhaps it 


find the answer. In order to sell his legiti 
mate shows (and some not so legitimate) he 
gives vou the half-minute strip “for free.” 
What makes Wilshire boulevard, Lincoln 
road, and Fitth avenue the greatest shop 
ping streets in the world? It’s the free 
shows behind the merchandise that mak« 
you want to look—not the merchandise itself 

One of the classic examples of what a free 
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—Top, left and right, by Donald Kester, 
Rothschild's, Kansas City, Mo.; Kester is a 
firm believer in the use of black for con- 
trast with summer wear, with excellent re- 
cults in the store's displays. . . . Left, below, 
by V. M. Curto, The J. C. Penney Com- 
pany, Lansing, Mich. Lower right, by 
L. E. Summerton, Memphis— 


show will do not only tor the store, but for 


an entire trading area, took place when the 


first Dali show (Editor's note: Salvatore 
Dali, surrealist painter) was presented on 
upper Fifth avenue. That show made thes« 
people, who don't want to look, pay atten 
tion. Whether they approved or disapproved 
Was not important. They looked They 
looked in such great numbers that othe 
stores competed for attention with equally 
ambitious free shows \ night-time stroll 
ing area was born, resulting in a_ vastly 
richer day-time shopping area 

In most of the scenes in this show today 
there is an attempt to show in the back 
ground a decorative device intended to mak« 
the disinterested passerby look. Several ot 
these devices might suggest a basic display 
method: 

The giant drum suggests—heroics 
] 


The old men on the beach—humot 


The rain machine—motion 
Each of these devices indicted 
on grounds that they overpower the m 


chandise. They are intended to 





developed, hoping to make people look 

hoping to make the distinterested party look 
They do overpower the merchandise be 
cause we are appealing to people who ad 
mittedly will not look at merchandise alone 
We hope that the appearance otf these ele 
ments in a window will arrest the moving 
eve—we hope when he looks at these ele 
ments, he will capture our story without an 
additional words. 

We assume that these “eve-catchers” only 
start the story. It is an incompleted story 
until the passerby reads the rest, which is 
the merchandise in the window \ giant 
oatmeal canister in a display, for instance 


W 


may shout a style Your merchandise wi 


be the exposition of this style 


Because we mentioned that the use of 
tree show mav tace indictment because 

overpowers the merchandise, is there am 
reason to presume that the giant oatmeal 
canister will drive away our regular cus 
tomers If our merchandise is. trimmed 


perfectly, is there any reason to presum« 


that the window shoppe! cant or we 


at our “oatmeal 

Therefore, 1f the giant oatmeal 
will make disinterested people, or 
great group, look what's wrong 
overpower merchandise 

It may be one of a million answers 
question: “How can I make people lool 


my display?” 
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New York Pageant 





This month the New York display scene 
runs the gamut trom bed-rooms to gardens. 
Without further ado, let's plunge into a de 
those pictured here. 

Well, I hope they 


mes 


scription of 

“Post-Party Depression 
had a Good Time” reads the 
sage in this Bergdorff Goodman display. The 
number of 


window 


windows highlighted a 
occur in a 


series ot 


social crises which 
life, for the 
of spring costumes. 


The 


light 


familiar 


woman's showing of a range 


partly opened doors are painted a 
serving as back 
mannequin. The 


a wallpaper pattern 


violet tone—this unit 


ground for the panel to 


the right 1s covered in 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


and suggests a section of the wall of a room 
in the home. 

On the table with the crystal candlesticks 
second window 
to spilling the 


shown tea cups ...a 


referring 


are 
used a quotation 
evening bag in the theatre . a third win- 
dow had the text “Cocktail Party Crisis 
. Oh, Yes, Mrs. Grant, I’ve been wishing 
them all afternoon but How!” 
window explained in its mes- 
sage had put on her 
favorite g Rainbow room 
and finds herself listening to her husband 


talk to 


to meet 
The adjoining 
how the mannequin 

dress to go to the 
his class reunion. 


friends about 


The faces of the mannequins in these win- 








dow tableaux were retouched to give th: 
characteristic worried look attending suc! 
episodes. 

sonwit Teller’s gave over the store’s entir: 
stretch of Fifth avenue windows to a pro 
motion presenting Nettie Rosenstein dresse 
which took their inspiration in color an 
print pattern from Elizabeth Arden’s Blu 
Grass perfume the whole tied up wit! 
the Kentucky Derby. ) 

A prancing colt, almost life size, i 
shown in each window. It is made of blu 





green shredded paper grass and decorate: 
with pink roses and tulle in the same shack | 
of pink that appears in the packaging otf 

the toiletries. 

The shredded grass in the blue-green tone in 
covers the floor and tiny electric bulbs the 
“planted” in the grass flicker on and off to of 
imitate fireflies. Tom Lee is display man tur 
ager. it 

The next illustration is of one of the 1 
displays which the new Bonwit Teller shop red 
at White Plains used for its opening. “City this 
Country-Wives” is the basic appeal. The anc 
mannequin stands before a bed of yellow The 
tulips, with a sky-blue background. The mal 
same general theme was used in the store’s tab! 
newspaper advertising, of which the follow pea: 
ing is a part: “You love Bonwit pretties user 
we know that You may wear sport T 
clothes most of the time, but when you go time 
to parties and dances, it’s every woman fot! emp 
herself.” The mannequin wears a yellow litt] 
slack suit with black sweater and scarf. mirt 

At the bottom of page 10 is a Lord & und 
Taylor display by Dana O’Clare. “Warn sem 

{ 
—Upper left, from Bergdorf Goodman's. . . - lati 
Left center, by Tom Lee, Bonwit Teller. .. . Bri 
Right center, from Bonwit Teller's White Plains Fat 


shop. . . . Left, by Dana O'Clare, Lord & 
Taylor. . . . (All photographs by courtesy of : 
Virginia Roehl Studios, New York City)— Thi 
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—Right, by Dana O'Clare. 
Sidney Ring, Saks-Fifth Avenue. 
by Louis Villela, Altman's— 


. Center, by 
Below, 


\Veather Combine Gabardine in leat 
tan, light or dark—your shirt, tie or hat in 
colors that complement the whole” reads 

e card. 

The human interest angle is played up in 
this setting. The background is air-brushed 
to depict a market and a goodly size stall 
placed on the suggested sidewalk is actually 
filled with seasonal and colorful fresh fruits 
and vegetables. Baskets and crates are 
stacked beneath the stall. The housewife 
making her selection from the array ot 
foods is wearing a brilliant red coat, a colo 
contrast which heightens the leaf tan suits 
of her escorts. 

“T want my bedroom to look brand new 
and fresh for summer—so I'll choose Bow 
Knot Twins—a percale ensemble specially 
priced in the May Sale” reads the message 





- — es be 


in the Lord & Taylor window pictured at 
the top of this page. 





The window was one 
t a series of home furnishing settings fea 
turing lamp shades, towels, sheets, and cases 
it May sale prices. 

The bedroom here has been charmingly 
redecorated in two shades of blue percale 
this combined with white in the ruffle val 
ance carried around the walls of the room 
[he percale in the deeper shades of blue 
makes a draped background for the dressing 
table—the skirt of the dressing table re 
peating this same choice of blue. It is also 
used in the coverlets for the beds. 

The two children are having a marvelous 
time . the child seated on the bed is 
‘mptving her mother’s jewel box while the 
little prima donna gazes at herself in the 


mirror—dressed from hat to shoes in what 
undoubtedly is her mother’s favorite en 


semble 


olorful Corsets—Have Fun with Foun 
lations—Pink for Frou-Frous; White for 
Brides; Blue for Surprise; Black for Femme 
fatal -reads the fashion text in the dis 
pla, by Sidney Ring for Saks-Fifth Avenue. 
is one of a series of six windows fea 


Fat es” 
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turing corsets with this theme in display. 

\ simulated dressing table runs the length 
of the window; the top of the elevation 
and the floor of the window are covered in 
a gray velvet. A white net over rose silk 
forms the dressing table skirt—the net 
threaded with rose silk ribbon The ribbon- 
threaded lace is also carried across the fore 
ground of the floor 

Rose-colored velvet hung on rose colored 
rods and rings forms the background for the 
halt-figure and colorful corsets displayed on 
\ wide bolt of pink satin ribbon 
such as is used in making up these garments, 


the forms. 


is shown to the right, partly unrolled and 
puffed across the front of the “dressing 
table.” Violet and pink 


spaced here and there in the setting 


flowers are 


“Jungle green with Red Tropic Flowers” 
is the headline in a series of dramatic win 
Louis Villela at Altman’s. Two 
spiral units made of natural colored reed 


dow Ss by 


are carried from ceiling to floor below a 
dark jungle-green painted backwall. Smaller 
versions of these spiral units are interwoven 
with tropical vines and suspended from the 
ceiling and hold large baskets filled) with 
lush jungle plants and vines 
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Display Designer and Consultant, New York City elaborate display of fireworks carried o 
en. ais: ol lee mess in metallic papers of red, white, and b 
P NM creates a striking background for yc 


Independence day promotion. A lar 
blue star displays accessories for a gaia 


summer evening. 


2. Why not set up a ‘Vacation Need 
shop where various summer activities can 
be suggested and dramatized? A pan 
ramic design of fleecy clouds placed on 
top of ledges and against the walls w 
pe help to give real summer appeal. Use 
uy, your center aisle counters further to pr 


mote interest in this department. 


3. In this sketch is suggested a boat 
for displaying boys’ furnishings. An old 
counter, covered with wall board in the 
shape of a boat, will create an amusing 
effect. A sheet of cellulose will make an 


ideal smoke cloud for your copy. 


4. A carefree siesta in a Mexican set 


ting emphasizes the fact that these mer C 


@m 


summer shoes are comfortable and restful. 





To create a real Mexican atmosphere 











MAY, 1941 DISPLAY WORLD 


S| FOR JULY 


£ 


arry out the tigure and trees in three-dimen- (4) Con cad eae ts 





onal form and use bright colored papers in 


executing the design. 


5. Sketch No. 5 tells a convincing story and 
puts across a valuable point. A series of stills of 
the latest news is sure to attract the attention of 
the casual window shopper. And what casual 
window shopper could refuse to be convinced of 


the coolness of your light-weight summer suits? 








6. This sketch can be utilized for either window 
or interior and can be constructed to resemble a 
boardwalk. On the rail, at the back of the dis 


play, is placed a piece of white canvas and 


directly in front is a large white life preserver THATS JUST THE 


cut out of wall board and painted white. WAY | FEEL IN MY 


NEW(Wane)SUIT 


7. There are many colorful panoramic sea 
scape designs which lend atmosphere to summer 
promotions. They may be bought by the roll 


and placed on top of leges against the walls. 


8. Against such a setting place a formation 
of waves which can be constructed of wall board 
and painted. Cardboard tubes can be used as 
end posts. On this display, feature bathing 


trunks and accessories. 
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May In Chicago 


By KENDALL HULL 
Fred Kuehn & Co., Photographers, Chicago 


-Mrand Vass: Vilhed Dann 


In the merry, merry month of May, wu 
dows along Chicago’s great shopping w: 
are as happy as a spring melody ... as tu 
of promise as a long anticipated vacati: 

: as fraught with enchantment as 
wishing well. Displaymen all over tow 
have set new records in pretty pageant 
in fun-and-sun appeal, in sheer clevernes 
\nd no one in the passing audience has bex 
overlooked. There's something for tl 
butcher, the baker, and the candlesti 
maker, rich men, poor men and their wives 
and all the other good folk who find windo 
shopping a favorite sport. 

Ever more popular as a_ bridal mont 
May brings forth a number of noteworthy) 
displays for those who are altar-bound. Ui 
usual is Display Manager J. R. Cooper's 
lilting set at Mandel Brothers, built ’round 
the theme of the movie, “Fantasia,” and pic 
tured in the center of the next page. Legend 
reads, “Your Wedding ... A Pastoral Sym 
phony inspired by the Music and Glorious 
Color of Walt Disney's ‘Fantasia.’ In the 
foreground, an invisible net curtain makes 
possible the suspension, by applique, of ga) 
musical notes fashioned of artificial flowers 
and leaves; a gracefully curving musical 
staff of fibre rods soars out of sight in the 
background. Upon a modern platform, cen 
tered in the window, stands the bride, bou 
quet in hand, a piquant flower girl, and 
seated beside them is the bridesmaid, bouf 
fant skirted, picture hatted. All are clad 
in sheer dotted material, yards and yards ot 
it. Cosmetics and lacy lingerie form at 
interesting arrangement across the front of 
the window, and the atmosphere is com 
pleted by a pair of plaster “Fantasia” fig 
ures created by W. L. Stensgaard & Asso 
clates. 

Also shown (third photograph) is a cleve 
bridal presentation by Les Barofsky, dis 
play manager for Morris B. Sachs. Con 
trasted with the back draperies of dark red 
twin white panels carry large replicas of a 
wedding invitation and an announcement 
written in black script. Before the an 
nouncement, left, stands the bride in white 
net and lace with train and veil and orang 
blossoms. At right, betore the invitation, 
a mannequin in informal attire contemplates 
her luggage and a going-away suit and 
redingote. A Lohengrin note is introduced 
by a trio of white paper bells (the good 
old-fashioned Christmas species) and a pos 
ter with a flying cupid in one corner and 
the words, “Just Married” across the top 

Lovers of the out-of-doors, either of th 
gad-about or stay-at-home variety, are find 
ing any number of appealing displays di 
rected to their attention. Outstanding is a 
set arranged by Paul Wertz, The Fair, cd 


—Top, by Paul Wertz, The Fair... . Center, by 

R. R. Jericho, The Boston Store. . . . Left, by 

Les Barofsky, Sachs. . .. (All photographs by 

courtesy of Fred Kuehn & Co., Photographers 
Chicago) — 
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—Right, by Arthur Poirier, Lane Bryant. 


Center, by J. R. Cooper, Mandel Brothers, 


. . « Below, by Del Le Sage, Marshall Field & 


Co., Evanston— 


picting a spot on a dude ranch somewhere 
in the “golden west” as seen in the illus- 
tration on page 14. Green grass matting on 
the floor, a rustic fence made of real timber, 
a gateway with a jigsawed signpost and 
blossoming bushes set in the background 
add just the right amount of flavor to the 
scene, which is dominated by four vaca- 
tioning mannequins in the most dramatic ol 
play togs. Cowboy vests, ten gallon hats 
scattered about, and little wooden cutout fig 
ures in tenderfoot designs beside the poste: 
at the front contribute the necessary fin 
ishing touches. 

Devotees of the spade and the hoe havi 
been lining up in front of a window pre 
sented by Display Manager R. R. Jericho, 
The Boston Store. Within a single exhibit 
is the complete recipe and all the necessary 
ingredients for making the “garden beauti 
ful” . . . five flower beds, dirt filled and 
teeming with sturdy little plants, a miniature 
nursery of young trees and bushes, rakes. 
pots, sprinklers and other paraphernalia 
Behind this array stands an impressionistic 
hothouse, with luxurious flowers, plants and 
sacks of seed set forth in partitioned niches 
resembling window panes. <A practical door 
lends interest to the hothouse. This display 
is illustrated on page 14. 

“Spring Song” read the poster caption on 
an ingenious fashion tableau by resourceful 
Display Supervisor Del Le Sage at Marshall 
Field & Co.’s Evanston store (last illustra 
tion). Carrying out a musical motif in clever 
stvle, Le Sage pasted black paper clef and 
key insignia and a variety of notes upon 
the front glass, leaned a large wooden cut 
out frame of a bull fiddle against one of 
twin background panels, trailed a white staff 
of thin cardboard strips up across it in a 
diagonal line. More notes, sharps and flats, 
also of cardboard, were strewn about. thi 
floor, and hats, cosmetics, and accessories 
were tuned in with just the proper timing 
A mannequin in a polka-dot ensemble stood 
ina shaft of “sunlight” at right. 

\rthur Poirier turned in a headline act 
for Lane Bryant ...a double paneled scene 
titled “White Magic.” Playing up such pret 
ties as white millinery, gloves and lapel or 
naments, he brought a smartly clad mann 
quin “out ot the hat” ...a big, black over 
turned paper topper... in each panel. (Top. 
page 15.) Magicians’ hands of cast plaster, 
holding wands made of wooden dowel rods, 
were suspended in mid-air by means of in 
visible wires. Photographic fashion flashes 
cut in the shapes of bubbles were fastened 
to the back and side walls; decorative white 
chairs standing upon the snowy floor mats 

ld men’s opera hats and white gloves. A 
igantic white bead necklace trailed out of 

magician’s hat at left and both sections 
re dressed with sheer hosiery, shoes, and 
itonnieres. 

Not pictured, but worthy to mention is the 

ies of State street fashion displays ar- 
ranged by J. R. Cooper of Mandel Brothers, 
and built around the idea “Tip Your Black 
with Tulip Pink.” 
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There are two things of particular im 
portance in this month’s “I. A 
First, listed below is the convention program 
as it stands to date, subject, of course, to 
the minor revisions that are always neces 
sary for such an event. Second, the an- 
nouncement of Joe McCann, president of 
the International Association of Display 
Men for the past two years, that he will 
seek reelection to that office. Full details 
of the latter are given below, but first let's 
hear about the convention program as it is 
outlined by Les Barofsky, chairman of the 
publicity committee of the Chicago Display 
Sales Promotion Club. As you all know, the 
Chicago club will be host to the convention 
when it meets at the Hotel Sherman, June 


23-26. 

“Here it is May 15, and before we can 
start counting off the next few weeks, it 
will be convention time. Bill Cahill, con- 


vention chairman, will be shouting over the 
din of the crowd: ‘Ladies and gentlemen, 
we of Chicago welcome you, etc., etc., etc 
[ take great pleasure in introducing his 
honor, E. J. Kelly, your gracious host in 
Chicago, our great mayor.’ 
“Then our I. A. D. M. 
McCann, will rise and thank the mayor, and 
all who have come from far and wide to 


president, Joe 


attend the greatest convention yet. 

“So you see, it’s right around the cornet 
and moving fast. The trucks will be pull 
ing up at the delivery entrance of the Sher 


man and many beautiful new outstanding 
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J.A.D.M. News... 


By JOHN L. KING es 





Managing Director 


displays will be waiting to be put on view 
for the hungry eyes of thousands of visitors. 

“Downstairs in the beautiful grand ball- 
room of the Sherman the unmistakable, clear 
voice of Carl Haecker will be wafting 
through the air and then your presiding offi- 
cer introduces the inimitable Elmer Stevens 
of Chas. A. Stevens Company, State street, 
Chicago. He is one of the great merchants 
of this day; we know from experience that 
his sharp wit and timely tips will keep you 
right on the edge of your seats while listen- 
ing and we know you will clamor for more 
when he finishes. 

“And now everyone is invited over to the 
great Lighting institute to witness an ex- 
hibit on every conceivable type of lighting 
known to man up to the present day. We 
can quite assure you there will not be a 
question on lighting unanswered. 

“Speaking of lighting, to use a play on 
words, when you hear Gene Flack, of the 
Sunshine Biscuit Company, we can see every 
countenance light up and roars of laughter 
will be forthcoming from the assembly hall. 
Here’s one speaker that we suggest you 
bring the wife to hear, and the Women’s 
\uxiliary will probably have a hard task 
also in keeping all the women together the 
day George Gaw speaks. We know most 
of them will want to listen to the ‘Greeter.’ 
If you can recall, Gaw was the official 
greeter at the World’s fair held here in 
Remember him in his white suit, 
He is one ot 


Chicago. 
white hat, and his white car? 















> 


r>Azm-wDo 


the country’s leading exponents on colo 
His many interesting discussions have been 
enjoyed by us, here in Chicago, many times 
We are not the selfish type so we have 
prevailed upon Gaw to ‘give out’ to the con 
vention. Then, again, some of the people 
may have heard him somewhere about the 
country; they will be still luckier to hear 
him again. 

“We promise you will not be bored one 
The city’s name 
It is known for 
its numerous beautiful 
parks in the world, an aggregation of some 
of the outstanding stores and shops in the 
country, the Planetarium, the Aquarium, the 
Field museum, Soldiers’ field. If you hav 
time, you can even enjoy a baseball game 
at Sox park. (The Cubs will be away at 
the time; try as we did, we could not get 
both teams to play here at the same time.) 

“Then when you are all tired out from 
visiting the many beautiful 
around Chicago, we'll escort you out to the 
beautiful Edgewater Beach hotel on_ the 
shores of Lake Michigan. That’s the place 
of our banquet on Wednesday night, June 25 
We can assure you a sumptuous dinnet 


minute while in Chicago. 
is almost magic in itself. 
beaches, the most 


spots in and 


—At the left is a view along Chicago's famous 
Boul’ Mich’, while above is a portion of the 
theatrical district. . . . (Kaufmann-Fabry pho- 
tographs)— 
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—The Edgewater Beach, one of the world's top 
hotels, is to be the scene of the annual ban- 
quet and dance— 


and then you can step outside and dance on 
the edge of the water with a beautiful star- 
studded sky for a 

“We know you will long remember the 
greatest convention yet—Chicago, June 23 
through June 26. Of course you are all in- 
vited to an ‘open-house’ cocktail party on 
the evening of June 22, Sunday, in the grand 
ballroom of the Sherman. You, one and all, 
are to be the guests of the Chicago club: 


re vot. 


we want to look you all over and get ac 


quainted. So—see you then—.” 


PROGRAM 


Forty-fourth Annual Convention . . . 
International Association of Display Men 


SUNDAY, JUNE 22, 1941 


Registration — Hotel Sherman, lobby floor. 
Sunday Night 
Get Acquainted Party—Grand ball room. 


dancing, entertainment, refresh- 


No speeches ... just a good time. 


Music, 
ments. 


MONDAY, JUNE 23 
Morning Session 

9 :30—All displaymen assemble in ballroom, 

mezzanine floor. Promptness is requested. 

:440—William C. Cahill, convention chair- 

man—lIntroductions. 

-45—Carl V. Haecker, display director, 

Montgomery Ward & Co., Chicago; chair- 

man of morning session. 

:50—Invocation, Rev. Ernest Lynn Waldorf, 

Bishop of the Methodist Church. 

in Chicago. 

9:55—Address of Welcome—Hon. Edward 
J. Kelly, mayor of the City of Chicago. 

10 :00—Response—Joseph B. McCann, presi 
dent, International Association of Display 
Men. 

10 :10—Response—George Hermanson, presi 
dent, Display Sales Promotion 
Club. 

10 :20—Address—George Bailey, field super 
visor, Sears Roebuck & Co., National Dis- 
play Division, Chicago. 

10 :50—Address—“Color and Human Na 
ture,” by George D. Gaw, president, Color 
Research institute, Chicago; augmented 
with a demonstration by Henry Harringer, 
executive director, Color Research insti- 
tute. 

11 :20—Visit manufacturers’ displays. You 
will see one of the finest and most elab- 
orate arrays of display exhibits in years. 
rhree floors are required to house these 
various exhibits. 
them. 


~ 
= 


A 
So 


A 


Resident 


Chicago 


Plan to see each one of 


Afternoon Session 
12:15—Noon luncheon. We have arranged 
these combined luncheon and afternoon 
sessions for the sole purpose of not only 
siving the displaymen more time to visit 
the various manufacturers’ exhibits, but to 
give them ample time to visit the numerous 
lepartment stores on State street and the 
eighborhood stores. We plan to close 
ach one of these sessions at 2:30 p. m. 
harp. We urge each displayman attend- 
ng the convention not to miss one of the 
incheon meetings. There will be addi- 


12:35 —_= Noon 


1:10 — Address — “Coordination — of 


—_ 
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tional seating capacity for those who can 
not possibly attend the luncheons. 
T. Chord, director of interior 
Marshall Field & Co., Chicago, chairman 
of luncheon. 

:10—Fashion expert. 

:30—Address—Gene Flack, “The Sunshine 
Biscuit Man,” and vice-president of th 
Sales Executive Club of New York. 
:30—Visit manufacturers’ displays. Do not 
fail to see exhibit 


John 
displays, 


bo 


manutacturer’s 
developments in display 
fixtures and the like that you do not want 
to miss; 


each 
There are new 


with the convention program ad 
journing at this early hour, it will give 


you ample time to check each exhibit 


TUESDAY, JUNE 24 
Morning Session 

9 :30—Assemble. 

9 :40—Introductions 

9 :45—Chairman of session, William E. Ca 

hill, convention director, National Dis 

play Division, Sears Roebuck & Co., Chi- 
cago. 

:50—Address—Laszlo Gabor, display direc 

tor, Kaufmann’s Department Stores, Pitts 

burgh, and professor, Institute 
of Technology—*Modern Display, Modern 

Displaymen.” 

10 :20—Address—Budgets. 

10 :50—Address—“Functions of the 1945 Dis 
play Department,” by Dan Hines, field su 
pervisor, Sears Roebuck & Co., Chicago. 

11 :25—Visit manufacturers’ exhibits. 


George Hermanson. 


Carnegie 


Afternoon Session 


luncheon — ballroom. J. R 
Cooper, display director, Mandel Brothers, 
Chicago, chairman of luncheon. 
Good 
Newspaper Advertising with Good Dis 
play,” Maurice T. Reilly, The 
Tribune. 
:30—Address—“A New ‘Take-off in Dis- 
play Promotion,” by James J. 
Chicago manager, T. W. A. 
This day's luncheon meeting will feature 
aviation’s contribution in 


Chicago 


Hawthorne, 


providing new 


avenues of approach in selling and display 
ing merchandise 

Immediately following, T. W. A. will 
22-minute, 16-millimeter sound 
film, Flight.” 
film was made with the cooperation of 
Carson Pirie Scott & Co., 
method of 
form of 


show its 


color “Honeymoon This 


Chicago, and is 


a novel combining the most 


modern transportation with the 
styles of the minute. 


:05—Address—Walter Mann, New 


City, research counsel and economist. 


tv 


York 


30—Visit manufacturers’ displays 
WEDNESDAY, JUNE 25 
Morning Session 


9 :-40—Assemble for visit to Chicago Light 
ing institute. 


9 :50—Chairman of session, George Herman- 
son. This morning has been set aside for 
a visit to the Chicago Lighting institute, 
Civic Opera building, where all the newest 
and up-to-the-minute window and_ store 
interior lighting will be shown and demon- 
strated. Please be on hand at 9:40 a. m 
in the convention ballroom. All men will 
go over to the Civic Opera building in a 
body at 9:50 sharp. 

11 :30—Adjourn. Visit manufacturers’ dis 
plays. 

Afternoon Session 
12:15—Noon luncheon—Perry Smith, assist 


ant display director, Montgomery Ward & 
Co., Chicago, chairman of luncheon. 

1 :10—Address—R. C. Kash, editor, DIS 
PLAY WORLD, Cincinnati. 

1 :30—Address— 
in Modern Retailing,” by 
vens, president, Chas. A. 
Chicago. 


“The Importance of Display 
Elmer T. Ste 
Stevens & Co., 


1 :50—Radio quiz program—Carl V. Haecker, 


master of ceremonies. Experts participat 
ing: J. W. Campbell, display director, Car 
son Pirie Scott & Co.; Miss Doris Kent. 
display and advertising manager, Russek’s ; 
John T. Chord, director of interior dis 


play, Marshall Field & Co., and others. 
[Continued on page 44] 
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small Space is Adequate 
For Close-Up Displays 


They go in for novel display in a big w 
at the Van Raalte’s show room on Fifth ay: 
nue in New York City. Several of th 
displays have been shown in DISPLA‘ 
WORLD from time to time, and herewit 
we present three more. These are all int 
rior treatments of the “close-up” variet 
carrying out the “because you like ni 
things” theme in stockings, gloves, and ui 
derthings. The displays were designed | 
Eleanor Le Maire to give short range views 
of milady—so close, in fact, that only a part 





of the feminine character appears in ea 
display, with intriguing effect. The princi 
pal property in each view is a French pood! 
—covered in pale blue satin, pink-ribboned 
and feather-maned—and the various expres 
sions of the dog are perfect for the effect 
desired. 

A number of things are immediately ap 
parent from an examination of the photo 
graphs. First, that dramatic effects can bh 
obtained in a minimum amount of display 
space, with very few props, and no distract 
ing influences. Second, that a complete story 
is told by suggestion only; no background 
explanations in either word or picture have 
been used. The close-up nature of thes: 
interior windows, helped out by illumina 
tion from 3-inch Fresnelites, spots the mei 
chandise vividly and gives the shopper a 
feeling of being a part of the display—ai 
intimacy very difficult to achieve. 

Another feature is the simulation of ac 
tion, particularly in the two lower displays: 
the wind-blown frock, the pose of the dog 
and that of the mannequin’s feet. In the 
center photograph, note the pose of the body 
and the hint of upraised arms, accompanied 
by the descending cloud of filmy chiffon. 

The absence of show cards, price tickets 
and other customary descriptive matter 1s 
plain at a glance; apparently it was felt that 
the “concentrated” nature of the displays 
and their portrait-like clarity made any 
thing else unnecessary. 

And, finally, another interesting fact comes 
to light. Oddly enough, and probably un 
intentionally, the three interior displays 
make up a complete figure. The lower pi 
ture shows the feet and legs, the cente! 
photograph the torso, and the upper one thx 
head and hands, the former being reflected 
in the mirror. (It must be admitted that, as 
arranged on this page, the effect is somewhat 
weird and surrealistic!) Seen as individual 
displays in different parts of the show room 
they must have impressed the shopper, un 
consciously, with the completeness of Van 
Raalte’s theme of “because you like ni 
things.” 


—Van Raalte's Fifth avenue show room fea- 
tures interior displays of a novel nature, de- 
signed by Eleanor Le Maire, and carrying out 
the theme "because you like nice things.'’ Note 
how naturalness and action are concentrated 
in small space, and yet the story is told very 
adequately. Illumination is by 3-inch Fres- 
nelites. . . . (Photographs by courtesy of Cen- 
turing Lighting, Inc., New York City)— 
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Dublic Learns of Blastics 
From itinerant Exposition 


The first showing of “America’s Modern 
Plastics Exposition” was held late in April 
at Elder & Johnston’s, Dayton, Ohio. The 
educational exhibit is designed to show 
graphically the place of plastics in modern 
life, and was accorded a warm welcome by 
the public on its first presentation. Everett 
Quintrell is display director for Elder's. 

The exposition is the result of two years 
of planning and production work by W. L. 
Stensgaard & Associates, Inc., Chicago. A 
part of both 
retailers and consumers, in plastics and theit 


very definite interest, on the 
rapid and practical growth makes it a most 
timely show. Comparatively little is gen 
erally known about plastics, especially the 
various types and their respective value in 
many kinds of products, and hence the expo- 
sition should be doubly valuable. 

The exhibit contains properties weighing 
more than four tons and requiring a good- 
It includes 


winners in 


sized boxcar for transportation. 
dramatic exhibits of all award 
the competition sponsored recently by Mod- 
ern Plastics magazine. There are more than 
thirty of these exhibits, all illuminated and 


INE PLASTIC FAMILY sxe RELATIVES 





dramatized in units 4 feet high by 8 feet 
long, with miniature carved figures and set- 
tings. Their simplicity is such that even a 
child can quickly visualize the product and 
its purpose. Additional exhibits show the 
various families of plastics and their char- 
acteristics; others actually show the mould- 
ing of plastics, while one reproduces a beau- 
tiful cameo. 

One unusual display is from the Depart- 
ment of Agriculture. Embedded in cakes of 
“Plexiglass” are a series of specimens such 
as Peruvian corn, brown coral, a sponge on 
a sea-shell, and others. This is being ad- 
vanced as the future type of such exhibit, 
since it preserves the specimen perfectly and 
enables the spectator to see it through crys- 
tal-clear material. Another exhibit shows the 
plastic window screen of tomorrow that does 
not rust or decay, and lets light through each 
strand. 

A feature of the exposition is “Miss Plas- 
tics,’ seen in the illustration. A hand- 
carved mannequin, inspired by the characters 
seen in Walt Disney's “Fantasia,” the figure 
is dressed entirely in plastics. She repre- 


sents the new and more beautiful futur 
which the world of plastics will bring Mis 
and Mrs. America. 

Another highlight of the exhibit is 
thirty-minute “Kodachrome” talking pictur: 
dramatizing all classifications of plastics i: 
the making. There is also a series of dra 
matic window displays depicting plastics an 
allowing the display of merchandise b 
departmental classification. The store i 
supplied with complete sets of interior de 
orations to add show atmosphere. 

Still another group of displays shows plas 
tics as used 100 years ago in a billiard bal 
There are statements on the future of plas 
tics, made by such well-known manufactur 
ers as Henry Ford, C. F. Kettering, and 
Glenn L. Martin. A trained supervisor: 
travels with the exposition, assists with pub 
licity, lectures, arrangements, and so forth 

A further feature of the exposition is a 
district-wide and nation-wide essay contest 
in which prizes are offered in three classifi 
cations : grade schools, high schools, colleges 
or adults. Awards are made in the essay 
contest by Modern Plastics magazines. 

Again, the purpose of the exhibit is to 
dramatize to the public, as well as to store 
executives and employees, the advancement 
of plastics. All too few people, for example, 
know that nylon—as used for hosiery—is a 
plastic, and very few people know the dif 
ference between the words acetate, nitrate, 
vinyl, and others as applied to plastics. 

At a time when other types of materials, 
such as aluminum, are needed for the de- 
fense program, plastics contribute much to 
take their place. This exhibit also tells peo- 
ple about the contributions made by plas- 
tics to other industries. For instance, in 
agriculture, millions of pounds of cotton of 
the best quality will be consumed in the mak- 
ing of acetate plastics; the exposition makes 
it easy to understand that plastics are a new 
American industry of gigantic proportions 
with value to all. The exhibit is now being 
scheduled to leading stores throughout the 
nation and will be seen in 1941 in most of the 
important cities. 


Fink To Represent 
Panellit Displays 

Alan Fink, number of 
has sold signs and displays to national ad- 
vertisers in the Eastern states, has taken 
over direct representation in this territory 
for Panellit Displays, Inc., 1528 Armitage 
avenue, Chicago. The New York City of- 
fice will be at 95 Madison avenue. The firm 
makes neon and fluorescent signs and dis 
plays for national advertisers. 


who for a years 


—Three typical exhibits of the Plastics Expo- 

sition are seen here. At the upper right is 

"Miss Plastics,"" a hand-carved mannequin of 

plastic, 72 inches high, inspired by Walt Dis- 

ney's Fantasia.’ This illustration, incidentally, 

does not begin to do justice to the scope of 
the complete exhibit— 
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Chicago Club 
Activities 

The May meeting of the Display Sales 
Promotion Club, Chicago, was held at the 
School of Design, where club members saw 
the unique work done at this famous insti- 
tution. Before the trip through the various 
departments of the school, under the guid- 
ance of Instructor Wolff, the members heard 
reports from convention committees. 

Carl Gestrine, Butler Brothers, presented 
the list of speakers secured for the conven- 
tion program, after which George Herman- 
son, Republic Stores, and president of the 
Chicago group, reported on the progress of 
the official program. 

The committee in charge of the Inter- 
national Association of Display Men Wom- 
en’s Auxiliary activities for the convention 
was ably represented by Mrs. John Chord, 
who asked that every effort be made to as- 
sure feminine visitors an enjoyable time 
during the convention. The wives of mem- 
bers who were present volunteered to assist 
the committee in its work. One of the fea- 
tures of the Auxiliary’s program will be to 
attend the Monday luncheon at which Gene 
Flack will speak. Other events will include 
a luncheon and style show at Marshall Field 
& Co., as well as the Sunday night “Get 
\cquainted” party and the banquet and 
dance on Wednesday night. 

In spite of the excellent club meeting, 
however, there was really no joy in Chicago 
display circles last week. Three sturdy 
members of the Milwaukee Display Club on 
May 4, with the St. Andrew's Golf club 
course as a background, trimmed the three 
best golfers of the Chicago club as a part 
of the latter group's tournament. Bob 
Brunkella, Pashal Shaffer, and Eric Schwen- 
gel were the members of the winning team, 
while John Courtney, Fred Kuehn, and 
Jerry Lavin were the Chicago representa- 
tives. A beautiful trophy was presented to 
the victors. 

Among the many displaymen who partici- 
pated in the tournament were several from 
South Bend, with Frank G. Bingham and 
Robert Tolle placing among the top flight. 


Cincinnati Club 
Holds Meeting 


The Greater Cincinnati Display Club met 
at the Hotel Gibson on May 7 to lay plans 
jor an active club program for the balance 
of the year. The entertainment angle was 
taken care of by Fred Bruckmann, Bruck- 
mann Brewing Company, who presented sev- 
eral reels of colored motion pictures of hunt- 
ing trips in the Carolinas, including one 
showing the shooting of a wild boar. Re- 
treshments were also served. The next meet- 
ing has been scheduled for May 26. 


Literature Available 

On Display Fountains 
The G. B. Spiegel Corporation, 3958 South 
(Calumet avenue, Chicago, has just released 
w descriptive material on the firm’s line 
fountains for display use. Copies are 
ailable on request. The fountains in many 
ises are entirely self-contained and require 
) piping. Concealed colored lamps illumi- 


+ 


ite the water jets 
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Striking combination of Lustragold Flexglass and Lacewood Flexwood on curved display, at the New York 
Automobile Show, built by Scientific Eng. Co. 


| for displays that say, and sell, Quality 





Flexglass is real glass in thirty brilliant colors and patterns 

... glass that bends. It gives an impact to display never 
30 before possible. It has tremendous attention value, not only 
because of its beauty and its uniqueness, but because of the 


‘ q effects its use makes possible. Flexglass is easily applied to 
A, /, J existing surfaces, concave, convex and flat ... and it can 
Qi be used indoors and outdoors. 


Here is the answer to the display man’s dream of brilliant 


mirrors, gleaming metallics and lustrous opals, in permanent 
G ONS glass that bends. Smart and stylish for fixtures and for back- 


grounds, movable and fixed . . . eye-stopping for columns 
and panels ... Flexglass is exotic and exciting. 
FOR INDOOR athe shag Neti 
Installation is simple and speedy because Flexglass can 
AND be cemented to any smooth, hard surface. It is non-absorbent 
OUTDOOR USE and there is no surface finish or coating to wear off. Send 


today for free sample card showing the thirty beautiful 








colors. 





UNITED STATES PLYWOOD CORPORATION, 103 PARK AVENUE, NEW YORK 


Manufacturers of Flexwood 
Flexwood and Flexglass are manufactured and marketed jointly by The Mengel Co., Louisville, Ky., 
and United States Plywood Corporation. 
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The Ausust Fur Sale 








—Retailing custom dictates the special sale of furs during one of the 
hottest months of the year, with the ‘August’ fur sale actually getting 
started during July. Whether we like it or not, displaymen must soon 
plan their settings for this annual event. . . . Six successful display ideas 
are shown here. Left, top, has an unusual design—the fur coats are 
seen in the background, through a simulated window. The display is by 
J. Rice, assisted by Charles Bloch and Fank Ciganek, Sears Roebuck & 
Co., Milwaukee. . . . Center, by Frank G. Bingham, Robertson Brothers, 
South Bend. . . . Below, by Russell C. Kehrt, Jenny's, Cincinnati. The 
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igloo was built up of layers of newspapers over a framework of iron, 
each sheet being given a coat of paste; after this dried an application 
of a plaster-like material was made, and while still wet this was sprinkled 
with artificial snow, followed by flitter. . . . Right, top, by A. J. Roeder, 
Wm. H. Block & Co., Indianapolis. .. . Center, by J. E. Buchanan, August 
W. Smith Company, Spartanburg, S. C. The floor was covered with 100 
pounds of Epsom salts; the trees were real; light was in blue and green. 
. . . Below, by Del Heizer, Mabley & Carew Company, Cincinnati; the 
ice blocks were chunks of glass— 
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NELLY DON CONTEST WINNERS 
ANNOUNCED 

First prize in the nation-wide display con- 
test sponsored by Nelly Don _ has been 
awarded, in the group for cities of 500,000 
and over, to Murray Cohen, James McCreery 
& Co., New York City. Second and third 
went to William D. Owen, Smartwear-Emma 
Lange, Inc., Milwaukee, and to Ernest H. 
Leeker, Stix, Baer & Fuller Company, St. 
Louis. Honorable mentions in the same 
classification were given Joseph Manassie, 
Joseph Horne Company, Pittsburgh; John 
Erb, William Hengerer Company, Buffalo; 
Earle J. Taylor, Strawbridge & Clothier, 
Philadelphia; C. F. Wendel, J. L. Hudson 
Company, Detroit, and Willard Dick, Frank 
R. Jelleff, Inc., Washington. 

In the group for cities of 75,000 to 500,000 
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For Truly 
Glamorous 


and Startling 


Displays 


first place went to Warren P. Byram, Emery, | 


Bird, Thayer, Kansas City, Mo. Second 
prize was won by Kenneth R. Goodwin, 
Sage-Allen Company, Hartford, Conn., and 
third by Leo Rauch, Buffum’s, Inc., Long 
Beach, Calif. Honorable mention went to 
B. E. Chester, Monnig Dry Goods Com- 
pany, Fort Worth; Emory Sharp, L. S. 
Ayres & Co., Indianapolis; Dan Miller, 
Townsend & Wall, St. Joseph, Mo.; Samuel 
Sanders, Maas Brothers, Tampa; Tra 
Chambers, J. B. Ivey & Co., Charlotte; Roy 
H. Wade, Rubenstein Brothers, Inc., Shreve- 
port; Carl O. Saustad, Titche-Goettinger 
Company, Dallas; Malcolm J. B. Tennent, 
Meier & Frank Company, Portland, Ore.; 
William P. Hansen, Z. C. M. I., Salt Lake 
City, and Louis J. Nardi, Hale Brothers, 
Inc., Sacramento. 

In cities of 25,000 to 75,000 first place 
was won by George Bengel, Jr., Parsons- 
Souders Company, Clarksburg, W. Va., with 
second prize going to George H. Spielman 
and George Rogers, Rankin Dry Goods 
Company, Santa Ana, Calif. Third place 
went to Charles A. Rice, Waite Brothers, 
Pontiac, Mich. 

For cities under 25,000 first prize was 
awarded to Sidney Joseph Pickering, Grif- 
fin S. Hilliker’s, Ossining, N. Y. Second 
and third places, respectively, went to Archie 
W. Bowser, Bradner’s, Olean, N. Y., and 
Clarence E. Duff, D. M. Ogilvie & Co., East 
Liverpool, Ohio. 

Prizes also were awarded for departmental 
displays. Class “D,” first, William D. 
Owen, Smartwear-Emma Lange, Inc., Mil- 
waukee; second, Joseph Manassie, Joseph 
Horne Company, Pittsburgh; third, E. H. 
Leeker, Stix, Baer & Fuller, St. Louis. 

Class “B,” first, A. C. Kirsch, Cooper- 
Kline Company, Steubenville, Ohio; second, 
Arthur G. Munroe, Moody's, Inc., Fargo; 
third, Miss Helen Evans, Collegienne Dress 
Shop, Muncie. 

The judges were J. R. Cooper, Mandel 
Brothers, Chicago; Clinton B. Clark, The 
Boston Store, Milwaukee; Frank G. Bing- 
ham, Robertson Brothers, South Bend, and 
Findley Williams, art director, W. L. Stens- 
gaard & Associates, Inc., Chicago. 


Change Of Address 
For Bart 

Bart Supplies, Inc., formerly at 415 First 
avenue, North, Minneapolis, has purchased 
a building at 309 Nicollet avenue and plans 
extensive remodeling. The firm handles art 
and display supplies. 


hese forms are ideal equipment for the display department. 
There is no limit to the number and variety of strikingly beautiful, 


exotic and breath-taking displays that can be developed with them. 


In no other hosiery forms can the three exclusive and unusual 
Fairy Form effects—Glamour-Glo, Neutra-Tone and Transparent 
be obtained. These effects add tremendously to the eye-appeal of 
hosiery showings. Are you missing the money-making opportuni- 
ties and the publicity-producing values offered by Fairy Forms? 
You must have these forms if you want to develop this great selling 


power in your displays. Don’t pass up the opportunity any longer. 


Our forthcoming color catalog illustrates the 
complete line of Brassiere, Collar, Hosiery and Shoe 
forms that is available. Your copy is free—write 


for it now. 


SHOE FORM CO. Inc. AUBURN, N. 
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ackground Evolution 


[he appearances of display windows ari 
that of the 


through the 


as unusual as stores 


and years the alterations ot 
the windows keep pace with the remodeling 
that 


actual size of a given store may not change 


inside the store. 


gpoes on 


themselves, 


While the 





By RAY O. LARSON 
T. S. Martin Company, Sioux City 


one bit, the addition of new departments 
vear aiter year accounts for the crowded 
condition found within these stores. This 
has all had a direct effect on the windows 
and their backgrounds, as will be pointed 


out, 





departments a 
stores are mn 
These addition 


Many of these new 
and a great 
but a nest of such shops. 
departments have made it necessary for t! 
display director to figure out ways a1 
means of displaying their merchandis 
Hence the stores that had fifteen or twent 
fairly large windows ten years ago no 
have twenty-five or thirty windows of var 
ous every nook and 
well, is used for display cases. 
true with the interior of the 
every department had several displays, now 


“shops,” many 


corner, 
This is al 
whe 


sizes—-and 
store; 


they have dozens. 

Keeping pace with the times in display 
isn't what it was fifteen or more years ago 
The display director's tasks are much 
harder to fulfill. Fifteen years ago we 
had very expensive, elaborate walnut back 
grounds, highly polished, and a thing of 
pride and beauty to the store owners. To 
cover these beautiful backgrounds would 
have been grounds for the dismissal of any 
displayman. Our display fixtures were in 
keeping with the backgrounds and tile floors, 
and the displays then did not call for the 
properties one must have at one’s finger-tips 
today. Such cutouts, projection 
lanterns, spraying machines, mannequins for 
all ages and types, spotlights, and itinerant 
displays of beauty were not necessary fo! 


the routine, balanced window settings of that 


props as 


era. 

Then some brave display managers way 
back in the twenties started covering 
these elaborate backgrounds and 
slowly but surely the public took a fancy to 
Soon the modernistic era of 


late 
wot rd 


these changes. 
curves and angles had its play, both in back 
grounds and fixtures, to say nothing of the 


decorative adjustable panels. 1 
Wax figures were disappearing and in ; 
their place came those extremely shaped 
composition mannequins. Soon after most t 
stores began to use the theatre and motion ‘ 
picture for their background source, and j 
various types of composition or insulation t 
board began being used extensively in win k 
dows and interiors. Along about 1935 o1 
1936 the term “dramatized display” was on h 
the tongue of every buyer or executive and F 


became a headache for the displayman. But 


—The men's wear window is 8 feet wide by d 
3 feet 6 inches deep. All panels are stepped i 
back to a center panel which can be used for \ 
cards or for dramatic purposes. . . . Center, fi 
this window is part of a large triangular corner S 
window which is interchangeable and can be " 
used for one large window or two of smaller ; 
size. The side wings are fastened to a base ' 
platform; four of these platforms make the . 
larger windows. The curved wings are of the 

same formed, curved material. The window is K 


20 feet long by 9 feet deep in the center... . T 
Left, this window is 16 feet wide by 6 feet ' 
deep in the center. All curved panels, 8 feet 

high, in the rear of the window are of the 1 
curved composition board mentioned in the 
article, as well as those on either side, next ( 
to the glass— 
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dramatize we did, and the spotlights played 
a big part, as well as the blow-ups and art 
work. 

Further evolution has taken place, and 
today the biggest boon to the display profes- 
sion is formed, curved sections of composi- 
tion board that are cleverly adaptable to 
window backgrounds and interior settings. 
We here at Martin’s have only recently re 
modeled our windows with the aid of these 
“bends” and the results were most satistac- 
tory to all concerned. By using them we 
were able to divide our windows and create 
any size or shape desired, so that all types 
of merchandise can be shown to best advan- 
tage. We have taken a very large corner 
window and made two attractive ready-to 
wear windows; tor special events this win- 
dow can be changed back to the larger, orig 
inal size in a short time. With this newest 
step in background and window evolution 
we have created eight different and distinc- 
tive window backgrounds in our battery of 
thirty-one windows. We believe that win- 
dow modernization, and the resultant new 
and better appearance for the store is the 
best tonic of all for 1941. 


Milwaukee Club 
Holds Meeting 


The regular monthly meeting of the Muil- 
waukee Display Club was held on April 15 
at the Pfister hotel. Forty-five members 
attended. The first part of the program was 
devoted to colored motion pictures entitled 
“Famous Artists at Work.” This was fol- 
lowed by an interesting and educational 


“Display Quiz,” with forty prizes being 


given for the correct answers to technical 
display questions. 

Dar Vriesman, secretary of the Down- 
town Merchants’ Association, asked the club 
to assume the responsibility of working up 
plans for this year’s Christmas street deco- 
rations. A cash prize of $50 is being of- 
fered by the association for the winning 
entry. Louis Best, president, Louis Best 
Lumber Company, invited the club members 
to attend a steak try and stag party at his 
summer home on Spring lake on May 24. 

The club plans to continue its activities 
throughout the summer months, and wel- 
comes communications from other display 
organizations. Letters should be addressed 
to Walter G. Vanselow, secretary, Milwau- 
kee Display Club, 4311 North 26th street. 


Men's Apparel Chain Appoints 
Feminine Display Manager 

Maria Massey has been named display 
director for the Wallach stores, men's cloth- 
ing and apparel chain of New York City. 
Miss Massey had formerly designed displays 
for Lederer-Fifth avenue, of the same city. 
She believes that her appointment as dis- 
play manager for a men's wear chain is 
tacit recognition of the influence which 
Women exercise on men’s buying habits. 


Kay Displays, Inc. 

To Larger Quarters 
Kay Displays, Inc., has announced the re- 

moval of its showroom and office to larger 
irters, occupying the 17th and 18th floors 
9 East 40th street, New York City. M. 
llenberg is president of the company. 
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IDE enough to wrap around a 48” panel! That's extra 

reason why Fibercote leatherettes and woodgrains are 
mmaking such a hit! Suave leatherettes with baked oil-enamel 
surfaces and deep embossing, in 12 modern colors... lac- 
quer-processed woodgrains that look so natural you have to 
look 3 times to tell them from the real thing! All are long 
wearing ... washable ... grease- and stain-proof ... non- 
fading even in direct sunlight. 


You'll find many uses for Fibercote! For smart display back- 
grounds and display properties . . . for economical and long 
lasting coverings for counters, shelves and other selling sur- 
faces. See these extra wide leatherettes and woodgrains and 
you'll find many other uses where they can help you! Ask 
for FREE SAMPLE BOOK. 

eeabocusesenunecneunenesnesseseosens 

= 


Dept. D.5, Newton tf pper Falls, Mass. 

Gentlemen: Please rush my FREE 
SAMPLE BOOK of libercote Leather- 
ettes and Woodgrains! 





eH 


FREE 


SAMPLE BOOK! 


Name 
Company 


Street 
Photographs, left, reading down, 
Leatherette, Birdseye Maple, Walnut 
Knotty Pine, Doweled Pine, Oak, 
Parquet Blond, all ‘4 actual size. 


City State 


SSS SSE STOPES EEE Eee See eee eee eee 
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By EVERETT SCROGN 











“HOT oT WEATHER BACKGROUND 


for display oF vacation luggage 
kool kloth klothes, electric Fans, 
air conditioners, cooling systems, 











Artificial grass around mirror. 
Hang sports clothing on tree 
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--FOURTH OF JULY:- 


Giant red cannon cracker, with 
cutout display windows and 
inside shelves. Concealed lights. 
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AUGUST FUR SALE REMINDER: 


Use posters of Fur-bearing an- 
/inals, or mounted specimens 
Vé obtainable, oranimal tracks 
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M EN S SPORTS CLOTHES: 
Mannequin golter, ground 
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EVERETT SCROGIN 


of artificial grass. Sweater, 
glk clubs, erc. on he bench. 
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Shulton Sponsors Contest 
For Father's Day 


The Father’s day window display contest 
on Early American Old Spice men’s toiletries 
conducted by Shulton for the past two years 
has proven so popular that the company has 
decided to make it an annual event. The 
one of this year will be the most impressive 
to date, with advertising which is said to 
be the largest campaign on men’s toiletries 
in history, through the Wesley Associates. 
Special broadsides are being sent to the 
company’s accounts announcing the contest, 
complete with mat sheets, entry blank, type 
of display material available, outline of ad- 
vertising campaign, as well as rules and 
prize awards. The contest, which is open 
to all stores carrying Early American Old 
Spice men’s toiletries, has two classifications, 
with attractive cash prizes being awarded in 
each group. 

One classification is for department and 
specialty stores; the other is for drug stores. 
In each class, there will be awarded thirteen 
prizes. First prize is $300, second $200, third 
$100, with ten prizes each of $10. In addition 
to these cash prizes, every store participat- 
ing will receive a $5 retail credit on Early 
American Old Spice toiletries as an entry 
award. Irma Ericsson of Shulton is con- 
test manager, with the three following 
judges: Elmer Sheets, editor, “Beauty Fash- 
ion;” Polly Pettit, display consultant; Le- 
land G. Wesley, account executive at the 
Wesley Associates. 

The contest closes July 1, 1941, and win- 
ners will be announced on or before July 15. 
Details can be obtained from Shulton, Inc., 
630 Fifth avenue, New York City. 





Cleveland Holds 
Display Exhibit 

On April 23 and 24 the Cleveland Display 
Club collaborated with The Sherwin-Will- 
iams Company in an educational display ex- 
hibit at the Hotel Statler. Included on the 
program were interesting talks on display, 
color, the use of paints, screen process, and 
the like. Included was an address by S. A. 
Weissenburger, executive vice-president of 
the Cleveland Convention Bureau, Inc., who 
spoke on “The Importance of Display to the 
Passersby.” 

On May 19 the Cleveland group will attend 
a meeting arranged by the General Electric 
Company at Nela Park. Featured will be 
three hours of talks and demonstrations, a 
trip through important exhibits, a discus- 
sion of newly designed store fronts, and a 
motion picture dealing with illumination. 





Tennis Week Awards 
To Be Made 


\dvertising awards for outstanding win- 
dow displays which tie in with National 
Tennis week, May 24-31, are being offered 
by The Sporting Goods Dealer, St. Louis. 
Seven cash and trophy awards will be given 
for winning displays. 

Charles T. Tenney, Dalton’s, Baton Rouge, 
Won top prize in 1940’s window display con- 
test. Any store in the United States and 
Canada selling tennis equipment at retail 
is eligible. 
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I’ve tacked lots of signs and 
trimmed lots of windows, but 


for speed, convenience and portability, that Hansen 
Take them to the job! That's what I VEST-KIT has everything else ‘topped. Nothing like it! 
say the Hansen Tacker and the I slip it into my vest pocket. With it and my Hansen 
Hansen Vest-Kit. They're just @ Tacker I’m all set for both indoor and outdoor tacking jobs. 


Watch me “step on it!’ Vest-Kit 

Boy, howdy! in my vest pocket—I get staples 

in a jiffy. A ready supply as near as my vest pocket— 
and handy to draw on when more staples are needed. 


with that Hansen Vest-Kit, I finish my 
Say, bo, indoor and outdoor tacking jobs in jig 


time. I thought the Hansen Tacker was fast—but with 
the Vest-Kit, it’s even faster! 


Order? Sure! I did. Why not you? 


A.L. HANSEN MFG. CO. 


natural” for Sign and Display Men. 







5041 Ravenswood Avenue CHICAGO, ILL 














Greetings 
INTERNATIONAL ASSOCIATION OF DISPLAY MEN 





WELCOME TO 


CONVENTION 
JUNE 23-26 
INCLUSIVE 


The Hotel Sherman is indeed appreciative of the honor of 
again being chosen as the host hotel for the display men’s 
convention. Every effort will be made to ensure your com- 
plete comfort and entertainment while you are in Chicago. 


BE SURE TO VISIT 


The Panther Room and Malaya Room 


OF THE COLLEGE INN 
Randolph, Clark, Lake and La Salle Streets 


CHICAGO 


HAVE YOU MADE YOUR RESERVATION YET? 
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Here And Ihere 





Our London correspondent recently for- 
warded two photographs of current displays 
from that city, one of which is pictured im- 
mediately His letter 
sending you two display photographs which 


The first is an example 


above. says: “i. .am 
may be of interest 
has been treated after it 
The whole 


ot how a window 
has been blown out by a bomb. 
has been boarded-up, leaving a small space 
miniature The 
treated with designs and 


on either side for windows. 
hoarding has been 
pictures of model engines and ships, which 
are the business of Bassett-Lowke, the own- 
ers of the shop. The other (pictured) is by 
the G. E. C. and is an example of humor in 
a war-time display. It depicts the exploits 
of the Fleet Air Arm in the Mediterranean 
The pilot of a Spitfire is looking down on 
a model of Vesuvius ! 


saying, ‘Blimey! 
do that, too?’” 


and 
Did we 

In tune with the defense program of the 
United States is the next display, used by 
Wm. Filene’s Sons 


which Winthrop B 


Company, Boston, for 


Frye is display manager, 


+ 





and shown here through the courtesy of Pub- 
licity Features, Inc.. New York City. The 
seven changes that have occurred in U. S. 
army uniforms from Washington's 
Colonials to the present training 
camps are shown in this loan display. When 
used at four newspapers devoted 
stories and photographs to the exhibits, and 
inspected the display in the 
Color- 


George 


men in 
Filene’s, 


large crowds 
store’s Washington street windows. 
ful posters and army insignia were obtained 
by Filene’s from the local recruiting office. 

Similar exhibits have been used very suc- 
cessfully recently, among them being a naval 
display, consisting of 400 scale model ships 


of Uncle Sam’s fighting fleet. This ex- 
hibit attracted a steady flow of traffic at 
L. S. Ayres Company, Indianapolis, a short 


time Sharp, display manager, 
obtained and knot-boards 


from a recruiting office to deck out the ex- 


Emory 


ago 


posters, banners, 


hibit, and a uniformed petty officer was 
hand to answer questions. 

Of a similar nature is an aeronautical e 
hibit which is being used by Stix, Baer 
Fuller, St. Louis, this month, under tl 
supervision of Ernest Leeker. This depic 
“Flying machines from 457 B. C. to 194 
and represents the development of civil ai 
military flying from the days of the earlic 
pioneers of flight to the present, with sp: 
cial emphasis on current U. S. and Britis 
military planes. In addition to 85 sca 
models, several large blow-ups as 
actual flying impedimenta are used with tl 
exhibit. 

From Stix, Baer & Fuller’s the aeronaut 
cal display will go to the Rockefeller M 
seum of Science and Industry, New York 
City, for a showing. 

From High-Life, S. A., in Mexico, D. F., 
comes the final photograph in which Britis! 


score 





ail 





7A 
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ma 
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The store reports 
much attention 
hearty con 


merchandise is displayed. 
that the window attracted 
and the management received 
gratulations “in our open aid to Britain and 
Democracies.” As can be seen in the illus- 
tration, a shipping case from England occu- 
pied the center background of the window, 
flanked by British merchandise of various 
Above the case was a map, with 
England and Mexico, D. F., emphasized. 
Between the two a line was drawn, and the 
caption on the background read: “La Ruta 
No Esta Cortada!” which translates: “The 
route has not been severed!” 


sorts. 


—The traditional English humor persists, even 
in war-time. The display at the upper left is a 
part of Britain's propaganda concerning vari- 
ous branches of the military forces. . . . Used 
by Winthrop B. Frye, Wm. Filene’s Sons Com 
pany, Boston, this window showing the seven 
uniforms of the U. S. army from the time of 
Washington created much interest. . . . High 
Life, S. A., of Mexico, D. F., displayed a ship 
ment of British merchandise before a shipping 
case and a map showing that the line be 
tween England and North America has not 
been severed— 
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Point Of Purchase Institute 


Appoints Research Director 

Lincoln Jones, consumer market counsel, 
as been appointed director of research of 
the Point of Purchase Advertising Institute, 
according to an announcement by Lloyd L. 
Grisamore, Arvey Corporation, Chicago, 
president of the institute. Jones has had 
wide experience in research and is a special- 
ist in point of purchase activity. He has 
been associated previously with Consolidated 
Cigar Corporation; Stanley FE. Gunnison, 
advertising agency; John H. Perry Dailies, 
and National Trade Journals, Inc. For the 
past several vears he has been engaged in 
original research work in consumer markets 
and retail distribution, developing means of 
measuring density of consumer shopping and 
the resultant flow of buying power. 

Following the announcement, Edward T. 
Sajous, executive secretary of the institute 
said, “With the appointment of Lincoln 
Jones as research director, Point of Pur- 
chase Advertising Institute will inaugurate, 
in line with its primary purpose of finding 
out the facts about point of purchase adver- 
tising, a program of original field research 
into the various activities and phases of this 
medium—display evaluation for sales re- 
sponse, reader observation and identification, 
and other features of point of purchase ad- 
vertising of interest to advertising manu- 
facturers using display material.” The pro- 
gram of display research, Sajous stated, is 
being worked out in cooperation with the 
display committee of the Association of Na- 
tional Advertisers, under the chairmanship 
of Carleton Healy, advertising manager of 


Hiram Walker, Inc., who is also a member | 


of the board of directors of the Point of 
Purchase Advertising Institute. 


Announce Display Tie-In 
For Disney's "Dumbo" 

“Dumbo,” Walt Disney's new full-length 
feature motion picture, in technicolor, is 
rapidly nearing completion and the release 
date will soon be announced. “Dumbo” is 
said to be the greatest of all Disney pro- 
ductions. It is a circus picture bringing to 
the screen the excitement, glamour and hu- 
mor of the “Big Top.” 

Featured is little “Dumbo,” the baby ele- 
phant, and his friends, clowns, ringmasters, 
all the animals, the side shows and the cir- 
cus train that is very much alive. 

W. L. Stensgaard & Associates, Inc., 346 
\. Justine street, Chicago, has been granted 
the display rights for the production for re- 
tail stores. The firm is now busy planning 
the various displays. 

Stensgaard announces that plans have 
about been completed and will be ready for 
viewing by appointment in the near future. 


Larger Quarters 
For RIP Studio 

RIP Studios, New York City, has moved 
to 15-21 East 22nd street, into a space some 
five times the size of its previous location. 
The firm designs and creates display novel- 
ties in a variety of materials. This will be 
continued at the new location, with the addi- 
tin of backgrounds, plastic displays, and a 
department for point-of-purchase displays 
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OUR NAUTICAL PANEL No. 7 


107 Inches by 12 Feet Long 


6° 
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OPO PAAR OBIEEBEO OO PORE OE DOOR. 
PCPODEE SE FAAP PADDEROL OD 
POPOCOPS EP IOR EOE BOBBEDE OPO DOOD 


Processed in White, Green and Pink Tones on Atmosphere Blue No-Seam. 
This is only one of the many unusual creations for Summer Promotions. 
Our catalog describes our full line in detail. 


LOOK TO US FOR THE UNUSUAL IN ART AND DESIGN 


COY, DISBROW & COMPANY, INC. 


686 Greenwich Street New York, N. Y. 
Dependable Products and Service 


National Distributors of ““No-Seam”’ 
The Preferred Extra Wide Seamless Paper 
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CRESCENT 1100 SERIES CARDBOARD 


CRESCENT 


BOARDS This new EXTRA TOP 
COATING offers you a 
superior ONE STROKE 
SURFACE, improved 
ERASING QUALITIES and 
brighter COLOR VERSIONS 

The Smooth Texture , Non-fading and Non-bleeding 


Qualities, and 14 Ply Laminated Middle, intro- 
duced as original features remain unchanged. 


We invite ry to try the 1941 Model Crescent 


1100 SERIES Board ~ the “most modern” 
manufactured ..... SAMPLES ON REQUEST 


G Product of 
CHICAGO CARDBOARD COMPANY 


Qn Sale by Lava Det aa Ole , y 
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—Here is an excellent idea for a booth or inte- 
rior display featuring real or artificial flowers. 
The top, of heavy wire netting, is supported by 
columns made of fence wire. All the wire is 
painted with white enamel. The word, ''Flowers,”’ 
in capital script letters, is cut out of wall board 
and painted green. This style of letter is espe- 
cially appropriate for this purpose because of its 
gracefulness— 
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—Round columns are eas- 
ily adapted for mammoth 
bird cages as a summer 
decoration. The cage can 
be made of narrow strips 
of lumber and _ painted 
white or gold. Certain 
types of merchandise might 
even be displayed in the 
cages. Artificial vines add 
a finishing touch— 














—This post decoration is 
very timely for patriotic 
events or related occur- 
rences. The circular dis- 
play table simulates a 
drum, while the canopy has 
a facing done in red, 
white, and blue. The adap- 
tations of this idea are 
legion— 





Ey 


—An attractive idea for a novel set of wall 
shelves is seen in this sketch. It can be used 
as a gift shop, for seeds and garden accesso- 
ries, for a book shop, a slipper nook, or what 
have you. Use wall board for the front and 
sides, wood for the cornice, and mixed bright- 
colored pieces of cardboard for shingles— 
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Defense Role Shown 
In Namm's Windows 

The Namm Store, in celebration of its 
twenty-sixth semi-annual Brooklyn’ day, 
turned over its complete battery of thirty- 
five windows to a civic showing, this time 
of “Women's Role In National Defense.” 
The displays were on view for two days. 

Over twenty-five women’s organizations, 
including the American Red Cross, Ameri- 
can Women’s Volunteer Service, Women 
Fliers of America, and Visiting Nurses’ As- 
sociation, joined together to make these dis- 
plays a comprehensive’ presentation of 
women “doing their bit’—learning aviation 
and motor mechanics; sewing and making 
bandages; combating “fifth columnists :;” 
guarding civilian health needs; even design- 
ing new plastic combat costumes for civil- 
ians. In many cases, women appeared in 
Namm’s windows, demonstrating defense 
activities. All merchandise was removed 
from the windows to make way for the ex 
hibits. 


Hansen Improves 
Tacker Design 

In a few seconds and without the aid of 
tools the new take-up jaw now available in 
the Hansen “blue line” tacker can be used 
for speeding up tacking and fastening jobs. 
It is the latest improvement in tacker de- 
sign announced by the A. L. Hansen Manu- 
facturing Company, 5041 Ravenswood ave- 
nue, Chicago. 

The new take-up jaw is totally different 
in design and manner of operation. The 
operator presses down on the cap at front, 
flicks the jaw outward and exposes the 
mechanism. By reversing the operation the 
tacker is again ready to operate. Gripping 
the handle tightens the jaw. A flush front 
permits close-up tacking in corners and 
cramped quarters. 


Store Planning Exhibit 
ls Opened 


Fashion-conscious Mrs. America and her 
family prefer to do their shopping in stores 
that are as modern as the merchandise they 
buy, is the theme of the Store Planning Ex- 
hibit opened recently at the General Store 
Equipment Corporation's exhibition studio, 
520 West 43rd street, New York City. 

\ctual store models designed to. scale. 
photographs and renderings portray stores 
whose appearance are in step with their 
stocks, and the sales analysis, designing, 
planning, mechandising and construction 
which are the backbone of every soundly 
design-merchandised, modernization project. 
“Converti-Case,” a new interchangeable wall 
fixture, made its debut at the exhibit. 


Curtice Hubbell Dies 
After Operation 

Curtice Hubbell, Hubbell Display X 
Equipment Company, Wichita, died recently 
ollowing an emergency operation for ap- 
pendicitis. He was 47 years old. He en- 
tered the display field many years ago, after 
engaging in retailing for himself, and spe- 
cialized in conventions, automobile shows, 
merchandise displays, and the like. He is 
vived by his wife and a son. 
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MITTENS 
N i: W DISPLAY LETTERS 
PRESENTS 


A new member of the 
Kabel family 5” Broad- 


face with Channeled Edges. 












BROAD 
FACE! 


WRITE FOR DESCRIPTIVE PRICE LIST 


Ideal for any use demand- 
ing a heavy “punchy” let- 
ter. Many unusual atten- 
tion getting effects can be 
had by coloring the chan- 
neled edges with an ink 
roller. Offered in fonts of 
26 figures, 108 letters or 
complete fonts of 134 let- 


Manufactured by: 


MITTEN’S DISPLAY LETTERS REDLANDS. CALIF. 
Distributed by 


LOR SALES CO. | BRANSBY & HEWITT 


460 E. 3d St., Los Angeles, Calif. 1600 Broadway, New York City 








A BRAND NEW IDEA IN DECORATION 


EATON OCATIER-Grass 











@Llooks like real growing 
grass. Use it with Eaton 
Grass Mats and fill in awk- 
| ward shaped spaces—around 
| tree trunks, stones, pedestals, 
u | etc. Made of genuine Mada- 
oor gascar raffia. Fire resistant. 
vi” = Mildew proofed. Can be used 
bia many times. Carton (enough 
to cover 20 sq. ft., 1” thick) 
® Xi only $2.50. Ask your local 
ea. display jobber. 


HERS CORP. 


HAMBURG, NEW YORK 



















Send for the 


“In 1891 


»AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 


You're Bound To Be Stuck—If You Use 


MYTEE-BOND jcursive 


FOR DISSIMILAR MATERIALS 


IRA I. SLOMON soccciix 


Thomson Ave. Long Island City, N. Y. 
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What Did It 


(Editor's note: The author is an execu- 
tive of a large national advertiser; the name 
of his company is omitted at his request 
because of the nature of this article. Moore 
writes: “If any brickbats are thrown, I pre- 
fer to have them thrown at me instead of 
at the company.” The opinions expressed 
are the author’s own and are presented here 
because of their thought-provoking nature.) 

Window display advertising suffers too 
often from an anemia induced by emas- 
culated, effeminate, or vacuous direction. 
Many display departments of advertising 
agencies, national advertisers, and prominent 
stores need a transfusion of red-blooded, 
vigorous selling. 

There are too many so-called “artists,” 
too many “decorators,” too many impres- 
arios of various types in display advertising. 
There are not enough feet-on-the-ground, 
There are 
too many “clever,” “pretty,” or “stunning” 
And not enough window displays 


hard-boiled, practical salesmen! 


windows. 
that sell. 

\s is the case with any other form of ad- 
vertising, every window display should be 
judged by one principal standard: “What 
did it sell?” A clever display which attracts 
attention to its own novelty and does not 
bring people in to buy is like a circus bally- 
hoo outside the big tent without the loud and 
eloquent “come on in—the show is about to 
begin!” 

Display advertising is weak-sister adver- 
tising to many business men, because so 
often it is pretty rather than productive. 
Good to look at but not so good to pay for! 
And what qualities do displaymen themselves 
consider most important in display advertis- 
ing? Appearance or the results produced? 
Read any article about window display in 
general magazines or even in DISPLAY 
WORLD. Ten to one you'll find all the em- 
phasis on the attractiveness or originality 
of the displays. Look at almost any display 
prize contest—even that of the International 
\ssociation of Display Men! What displays 
receive editorial acclaim, what displays win 
the prizes? The cutest. The cleverest. The 
most attractive. What business man wants 
to spend his hard, round dollars for “pretty 
pictures’—in national window display ad- 
vertising or in individual stores? Oh, they 
do? Well, why are most display budgets 
so small compared with budgets for other 
forms of advertising? 

It's about time window displays became 
functional rather than merely decorative. 
And functional in the sense that they per- 
form the real display function—bring people 
in to buy. If there are display managers 
anywhere who would like to have (a) bigger 
display budgets, (b) more importance at- 
tached to their positions and (c) more sub- 
stance to their pay checks, let them write 
across the wall where they will see it every 
day: “What did it sell?” If they will plan 
all displays with that in mind—and record 
the sales made by the displays—they will be 


DISPLAY WORLD 


By R. E. MOORE 
New York City 


well on their way to the promised land. 

How can one prove what a window dis- 
play sells? There are many ways. Here 
are a few suggestions: store managers can 
(1) display in windows some merchandise 
not advertised generally, (2) display one of 
two similar items advertised in newspapers, 
and (3) make special offers in window dis- 
plays. Display managers of national adver- 
tisers can (1) pre-test displays in retail out- 
lets, and (2) check sales made by displays 
during general distribution. A comparison 
of the sales of the products in comparable 
periods before the display is installed with 
sales made during the display period will 
show the effectiveness of the displays. 

A before-and-after check of sales showed 
that a Gilbey’s gin window display increased 
sales 157 per cent. The retailer kept a rec- 
ord of sales two weeks before the Gilbey’s 
gin window was installed. Records also 
were kept of the sales of three other gins 
in Gilbey’s price class. They were to be 
control brands. If the Gilbey’s display in- 
creased Gilbey sales at the expense of the 
other brands, obviously the display might be 
a success from the advertiser's point of view 
but of little interest to the store. Actually, 
however, that display not only increased Gil- 
bey sales 157 per cent, it increased the sale 
of the three “control” brands 12 per cent. 
Answering the question, “What did it sell?” 

it sold more for the national advertiser 
and for the retailer as well. 

In another sales check of a bonded whis- 
key display, records were kept (a) of the 
sales of control brands (other whiskey in 
the same price class) in the display store 
and (b) the sales of four bonds and the 
same control brands in a second store—a 
“control” store. Sales increased during the 
two display weeks over the two previous 
weeks as follows: in display store sales of 
our bonds increased 596 per cent—and the 
sale of control brands increased 122 per 
cent. In the control store sales of our bonds 
increased 76 per cent; the control brands 
52 per cent. The increase in the second 
store was the result of a general holiday 
increase in liquor sales, which, by the way, 
spurt to some extent before each holiday. 
The difference between the percentage of 
the two stores, and the difference in the in- 
crease of the displayed brands and the con- 
trol brands, is the increase which can be 
credited to the display. 

In another store a display of S-J Cali- 
fornia wine, which featured a new carry- 
home carton, sold more wine in two weeks 
than the store had sold in the entire year. 

There is nothing wrong with pretty or 
clever or exciting displays—if they sell. It’s 
so easy, however, to forget the old funda- 
mental principles of successful advertising— 
attract attention—arouse interest —create 
desire — get action. 
worthy of the name will be content to have 
his displays stop at the attention stage. 

Two women were telling some friends the 
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Sell? 


other day of “a wonderful display” they ha 
seen on Fifth avenue in the windows of 
prominent store. “So beautiful ands 
ethereal—and so unusual; you should see it 
Someone asked the question, “What did tl 
display advertise?” The answer was 
blank; they didn’t remember. “But it wa 
so clever,” they said. Believe it or not, whe: 
they were asked the name of the store i 
which they saw the display they answered 
“We're not quite sure—either—or—" And 
they named two well-known stores in th 
same section of upper Fifth avenue. Thos 
women were intelligent prospects of that 
store and the display manager did attract 
their attention—but he did not follow 
through even to the point of registering his 
product or his store. 

It is unlikely that anyone connected with 
display advertising is so perfect that he has 
not been captivated by the originality of at 
least a few of his own ideas or the attrac- 
tiveness of some of his own creations, and 
has produced “pretty-picture” displays which 
could be considered profitable only if they 
were charged off to general good will. Very 
likely the writer, and many who read these 
paragraphs, will again soft pedal the selling 
function of attractive displays at some time 
Those who make display advertising pro- 
duce, however, are the ones who will be the 
key men in advertising’s No. 1 medium. 

Display advertising one of these days is 
going to be the most important promotion 
medium on every advertising budget. It will 
be the most important because it can pro- 
duce concrete and profitable results when 
used—not at some future time. Display ad- 
vertising will elbow its way to the top ot 
advertising budgets, however, only when the 
majority of display managers look at them- 
selves as “Display Sales Managers” and 
face squarely—and answer with the records 
—the vital question: “What did it sell?” 


Electro Begins Production 
From New Factory 

The largest single-floor fluorescent light 
ing factory in the world has been completed 
by the Electro Manufacturing Company in 
its new plant at 2000 West Fulton street, 
Chicago, which opened for production on 
April 15. The factory occupies an area of 
65,000 square feet, and was renovated and 
remodeled at a cost of more than $35,000. 
The ceiling of the plant is two-and-a-half 
stories high; enormous windows on all sides 
provide perfect daylight working conditions 
for the company’s 300 employees. For night 
operation, the most modern _ fluorescent 
lighting has been installed. This illumina- 
tion has special advantages for summer 
working comfort, being 50 per cent cooler 
than ordinary light. 

The metal work of all fixtures will 
done entirely on the premises at the new 
factory. A wholly new type of conveyor 
will be used to carry finished bodies through 
paint spray-booths to the assembly line. 
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Silver Anniversary 
For Shrider 

C. M. Shrider, advertising and display 
nanager for The A. E. Starr Company, 
Zanesville, Ohio, on May 1. completed 
twenty-five years of service with the store. 
\s part of the advance celebration for the 
silver anniversary, he received word from 
Colliers magazine that he had been awarded 
second prize of $35 for his entry in the pub- 
lication’s display contest. Orville McCray, 
The May Company, Denver, won first place; 
\rmand Raining, Boyd's, St. 
third. 


Louis, placed 


"Swivelier" Innovation 
Is Announced 

Reliance Devices Company, 140 Liberty 
street, New York City, has just brought 
out a new “Swivelier” socket attached to a 
tube for many uses in display lighting. The 
rod can be furnished in any length, straight 
or curved, for 
This unit is said to “stay put” in any posi- 
tion and to “bring the light where you want 
it.’ Descriptive literature is available. 


Baltimore Guild To Have Party 
For Display Representatives 


unusual lighting problems. | 


The men who make display materials and 
equipment, and their representatives, are to | 
be the guests of honor at a May party given | 


by The 
event will be held in the Crystal room of 


the Emerson hotel on Saturday, May 24. | 
entertainment will be | 


Dancing and other 
provided. The subscription is $10. 


Comprehensive Catalogue 
Issued By Scheuer 


Display Guild of Baltimore. The | 


A 52-page catalogue has just been released | 


by Scheuer Art Metal Mfg. Company, 307 
West 38th street, New York City. 
with illustrations, the catalogue 
wide range of glass, metal, and plastic a 


Replet te 
shows 


tures, as well as forms, 
other display adjuncts. Copies are available 


on request. 


Change Of Address 
For Standard Cellulose 


heads, hands, and | 


| 


The Standard Cellulose Company. Ine.. is | 


and larger quarters at 
street, New 
firm was formerly at 177 Concord. street, 


now located in new 
476 Broome 


Brooklyn. 








COMING UP! 

National Tennis Week—May 24-31. 

Memorial Day—May 30. 

National Luggage and Leather Goods 
Week—June 9-14. 

National Flower Shut-in Day—June 
10. 

Flag Day—June 14. 

Father’s Day—June 15. 

Summer Begins—June 21. 

National Swim-for-Health 
June 23-28. 

International Association of Display 
Men Convention, Chicago, June 
23-26. 

Tea Week—June 29-July 5. 

Independence Day—July 4. 


Week— 
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WARNING! 


Manufacturing activities on products for display are being restricted 
by the increasing needs of defense production. 


Metals of all kinds, plastics, paper, cloth, wood, glass, paints and 
other composition materials are finding their way into defense needs. 


And— 


PRICES ARE STEADILY RISING 


We, therefore, 
your display needs of all kinds, 
and equipment. 


strongly urge you to anticipate as much as possible 
especially in metal display fixtures 


Because we have received numerous inquiries about price increases 
we take pleasure in announcing that we are making 


NO PRICE INCREASE ON ANY ITEMS 


in our Spring and Summer Display Catalog No. 144 for at least thirty 
days or until probably some time in July when our new Fall Display 
Catalog will be issued. 


While not all items will be advanced we anticipate many of them will 


be from 5 to 10‘% higher. 


GARRISON WAGNER COMPANY 


1627 LOCUST STREET : - - ST. LOUIS, MO. 





THE LARGEST AND MOST COMPLETE DISPLAY STOCK IN AMERICA 














ODERNIZE your store 
interior ... simply... 


effectively ... inexpensively. 
Install SPANJER Raised Let- 
designed for the pur- 


ters... 
pose. 


Write or call for additional 


information and prices 


MTaTVT @a'1a he) a revere, rs] Yoh 


COAST TO COAST 


In additicn to our serving New York's leading Department 


and Specialty Stores, Haida displays are being increasingly 


used by prominent stores all over America. 


There are good reasons why. 


VICTOR HAIDA DISPLAYS, Inc. | 


149 W. 24th St.—New York City Tel. Ch. 3-3540 
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OUR PLATFORM 


1. The Promotion of Display. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Greater Appreciation of Display's Power in 
Merchandising. 

6. Absolute Independence of Our Editorial 
Columns. 


VOL. XXXVIII 


Editorial 
Ramblings 


Judging from a number of photographs re 
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ceived, as well as personal observations, it 
is plain that quite a number of displaymen 
are using the American flag incorrectly in 
displays. It should be remembered that the 
flag is to be regarded as an actual living 
symbol of the nation and should never be 
used in any way that can possibly be inter 
preted by the observer as being wrong or 
in questionable taste. It goes without say 
ing, of course, that the slightest hint of 
commercialism is taboo; for example, a dis 
play of merchandise by American designers 
has been a frequent promotional theme 

with too many of the windows having the 
flag as a part of the display. Displaymen 
who want to be absolutely right on this 
question can usually secure complete infor- 
mation from their post-office; also, DIS- 
PLAY WORLD has prepared a list of “do's 
and don'ts” with regard to the flag, and will 
send it on request. 

Joe MCann has announced his candidacy 
for reclection as president of the Inter- 
national Association of Display Men, and, 
unless unforeseen opposition crops up, it 
seems a certainty that he will be returned 
to the office which he has held so capably 
for the past two years. The election will 
be held, as usual, at the I. A. D. M. con 
vention in June. In looking over McCann's 
record, the biggest factor that comes to 
mind is a striking testimonial to him: the 
simple fact that when he took office, the 
I A. D. M. was $2,500 or so in the red 
and that by the end of the 1941 onvention 
the association confidently expects to have 
something like $10,000 in the bank, with all 
debts paid. 
paid off all association indebtedness and 


During his first year, McCann 


left the organization with about $4,000 clear: 
in one instance, he even offered a creditor 
his own personal check tor a large amount 
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owed by the association—and the creditor 
was so convinced of his integrity and abil- 
ity to lead the I. A. D. M. out of the 
morass of debt that he told McCann to let 
it ride until it could be paid in the usual 
way from association funds. McCann, using 
sound business methods, has been of inesti- 
mable value to the I. A. D. M. from this 
standpoint alone. Some criticism has been 
heard, of course, to the effect that the asso- 
ciation “has done nothing to advance dis- 
play" under his regime. Thinking display- 
men will remember, however, that very few 
other administrations did anything to help 
display, let alone acquire a sound financial 
footing. The monthly article of John L. 
King, managing director of the I. A. D. M., 
in this issue of DISPLAY WORLD. states 
that plans are already being made for the 
fiscal year which begins after the June 
convention and that much will be done in 
the interests of members and = display in 
general. Exactly what will come of this re- 
mains to be seen, of course, but if MeCann 
is reelected and is just half as successtul 
in such a campaign as in bringing prosperity 
to the association, then display is in for a 
long step forward. Perhaps then the 
I. A. D. M. membership will start to show 
the same kind of healthy growth... . 

A number of display clubs in) various 
cities are contemplating inviting the I. A. 
ID). M. to hold its 1942 convention in their 
communities. This is a question which ts 
supposed to be settled by the board of 
directors, usually at the convention, although 
sometimes the decision is deferred until a 
later date. However, it is interesting to 
note that there seems something of a move- 
ment on foot to carry the 1942) meeting 
hack to New York City. No association 
othcial has mentioned such a thing, and of 
course would hardly care to do so while 
knowing that other cities are to bid for the 
convention and that the site 1s supposed to 
be selected by the entire board. But the 
general tendency seems rather clearly indi- 
cated by a recent meeting in New York, 
attended by a couple of dozen local dis- 
playmen, Joe McCann, Ray Parks, first vice 
president of the national organization—and 
a representative of the New York convention 
committee. Naturally the New York manu- 
facturers and distributors would welcome a 
return to their city, and there are many 
obvious advantages in holding a= conven- 
tion in New York. But we suspect that 
display club members who plan to. solicit 
the convention for their own cities are not 
going to be too pleased at the way things 
are shaping up. 

Henry Bluttman, display manager for 
Burger-Phillips, Birmingham, sends in a 
suggestion whihe has been tried and found 
excellent. “May I pass on an idea that has 
proven to be a wonderful drawing card, as 
well as a splendid institutional display for 
our store?” he writes. “The local news- 
papers are showing action scenes of local 
boys in the training camps. We have had 
them blown up to 30 by 40 inches in size, 
in sepia tones. Our best window space was 
used for displaying them. <A card told 
mothers that if they recognized their sons 
they would be given, free of charge, an 8-by- 
10 print of the picture. As every locality 
is vitally interested in their boys at the 
Various camps, you can imagine what in- 
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terest this display created. When I have 
finished using them in the windows I intend 
using them as murals within the store.” 

Thoughts on the approaching I. A. D. M 
convention would not be complete without 
a word of tribute to the work the Chicag: 
Display Sales Promotion Club is doing i 
its preparations for the program. Everyon 
is working full-tilt for the convention’: 
success; an elaborate educational and en 
tertainment program has been built up, an 
it looks as if another completely successtu 
convention can be expected from the time o 
the first registration to the final departure 
Where it happened that one committee chair 
man or member was compelled to drop out 
of convention work, temporarily, anothe: 
stepped in as pinch-hitter and with equa 
efficiency. It would be unfair to single ou 
individuals for special mention here, but i: 
the June issue —the convention number 
DISPLAY WORLD hopes to bring you th 
pictures of the various committees, or at 
least their chairmen, as some slight toke: 
ot the recognition due them. . 

And in closing, don’t forget now to mark 
down June 23-26 in red on your calenda: 

and plan to be in Chicago on those dates 


Northern Indiana Banquet 
Plans Are Completed 


\ circus atmosphere will be the dominat 
ing note when the eighth annual banquet 
ot the Merchandise Presentation Club, com 
posed of Northern Indiana displaymen, is 
held at the Oliver hotel, South Bend, the 
night of Monday, May 19. Last year the 
event attracted an attendance of more than 
225. On the program are the tollowing 
J. H. Stewart, South Bend, color technician, 
who will discuss “Color and Polarized 
Light:” Carl Haecker, Montgomery Ward & 
Co., Chicago, who will speak on “Bringing 
the Customer to the Merchandise,” and R. C. 
Kash, editor, DISPLAY WORLD, who will 
discuss the relationship of display to South 
Bend’s apparel sales volume. 

Visiting displaymen and their wives from 
Milwaukee, Chicago, Indianapolis, Muncie, 
Fort Wayne, Elgin, and many other points 
will attend, it is said. 


Visitors To 


DISPLAY WORLD 

Among those to visit the offices of DIS 
PLAY WORLD recently were Ralph Adlet 
The Jas. B. Williams Company, New York 
City; W. L. Stensgaard, president of th: 
Chicago and New York firm of the same 
name; James V. McNichol, Bulkley, Dun 
ton & Co., New York City; C. H. Fadem 
Lyon Tailoring Company, and publicity di 
rector for the Cleveland Display Club, and 
I. T. Vierheller, Garrsion-Wagner Company) 
St. Louis. The latter was on his way east 
on a business trip, Adler was returning 
trom the West Coast, and MeNichol, Stens 
gaard, and Fadem were all in Cincinnati o1 
business for their firms. The latter was ver) 
enthusiastic about the progress being mad 
by the Cleveland club. 


Wendel Returns 
From Vacation 

Charles F. Wendel, J. L. Hudson Com 
pany, Detroit, recently returned from a four 
month vacation in Miami Beach, Fla. 
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BULKLEY DUNTON 


eSILVER 


PELIVERS THE 


FOIL 


LIGHTWEIGHT 
15 POINT 


eGOLD 


7’2 POINT 
DUPLEX 


eCOLORS 


WRITE FOR NEW COLOR CHART AND PRICE LIST 


BULKLEY, DUNTON @ CO. 
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STRAWBERRY FESTIVAL 
page 5] 


| Continued fre TT 


ter, and upon a little stand before the domes 


tic young lady. 
chintz in a 


\ccent glazed third 


window presenting a powder room complete 


Was On 


with skirted vanity table, shelved accessory 
cupboard, and bird cage. Cycloramic back 
leaf-green taffeta, echoed in 
table, and 
a strawberry print chintz top border matched 


curtain was ot 


the under-flounce of the dressing 


the assortment of accesscery containers, the 
top covering of the table, the shades of the 
boudoir lamps upon it and the housecoat of 
a seated mannequin holding a spray ot 
Legend for this window, also pic 


tured, Milady’s 


pretties to the pretty in a retreat 


berries. 
Tower ‘ 
she'll love.” 


went 


was “In Ivory 


chintz-filled 


mannequin in a chic 


In a lighthearted 
a fourth 
with 


tioned, 


room 
nightgown 
strawberry appliques. Set was cap 
‘Asleep in the depths ot the straw 
awaken in 


print.” 


rry patch, and you'll love to 
this 


\nd the boudoir was a veritable patch with 


prettiness of fresh spring 
awberries growing all around... in the 
table skirt, the 
lamp shades. They even scrambled over the 

ad of the bed and around the quilted 
and grew in great scattered 


rtains, the slip covers, the 


spread bunches 


tut, as shown in the photograph 


[Into the fashion windows, too, we carried 


strawberry theme, using outdoor motifs 
contrast with grass matting and branch 
twin 


ot spring blossoms In one set ot 


panels we built fruit venders’ stands of white 


wood, arranged commercial cartons of cot 


ton berries upon them, and set a white wood 


barrel with berry plants sprouting from its 


chinks in each panel. A floor-length dinn 


dress in a strawberry print, lounging pa 


jamas, and a play suit with berry appliques 


were displayed against these backgrounds 


In a second of thesé twin panel sets, show 


ing play clothes and bathing suits with 


matching bags in strawberry prints, we used 
only the barrels tor atmosphere, and injected 
a bit 


one 


of humor into the picture by dressing 


with a vetled straw 


berry carton upturned on her head for a ha 


model in a barrel 


For variety, a white wood tence was 
placed at 


panel in the next window with a 


an angle acress the back of each 


single box 
of berries upon the railing to echo the theme 
of the 
on display 


strawberry print gowns and pajamas 


These fashion windows are not 


] ictured. 


So much for the windows. Inside, th 


main floor of the store was made to reflect 


the gala festival spirit through the spotting 


of the white berry-trimmed barrels beneath 
striped awning canopies above the counter 
Similar dec 
othe 


where 


sections at frequent intervals 


orative motits were carried out on 


floors in the various departments 
“strawberry” merchandise of one sort or an 
was being shown, and these units did 
full 


terest in 


other 


share in stimulating customer in 
“festival.” 


of our shoppers proved to be allergic 


their 


our Fortunately non 


to our 


brand of strawberries 


Detroit Club Membership 
Approaches Hundred Mark 

\ letter from Ralph D 
ot the Detroit 
] display 


Johnson, treasure 
Club, that the 
membership is 


Display Savs 


local group's now 
mark; the reason 1s 


fact that the 


century 
to the 


educational 


nearing the 


partly ascribed regular 


meetings teature rather 
than those of 
rhe 


the auditorium of the  Restrick 


SCSSTOTIS 
a purely entertainment nature 
\pril mecting of the club was held in 
Lumber 
through the courtesy of 


Company, Jim” 


who he ads th 


William ¢ 


ceremonies and = introduced 


Wood Conversion 
demonstration of his company’s 


board, called “Nu-Wood.” \ 


motion picture in technicolor and with sound 


firm’s display divi 


Finlay, 


sion Restrick was mastet 
Kdward 

Company, who 
interesting 


new display 


followed the demonstration and depicted 


Northwest 


products 


lumbering activities in the and 


the manufacture of wood 


The meeting clesed with an ample buffet 


supper. Some of the club members found 


pleasure whel 


later 


additional cause tol they 


“Nu \\ ood” bo klets 


covered crisp one dollar bills inside as door 


opened and dis 


prizes 


Abrams Back On Job 

After Extensive Trip 
Arnold J. Abrams, The 

pany, 521 South Wabash, 


from a combined vacation 


Miami 


\dle1 iT nes Com 
Chicago, has re 


and busi 


Nassau, 


turned 


ness trip to Beach, Cuba. 


and Jamaica. 
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“Talking” Show Cards 
By KEARNEY SOBRAL 
Schulte-United, Roanoke, Va. 

Modern displays and show cards have to the progress of card writing. cotton bolls, using several shades of gree 
traveled a parallel route for the past forty In this month’s presentation of ideas we for the bolls and the lettering. 
years in order to reach their present status feature the “talking” type card and attempt “Choose the Right White” is for a displa 
in merchandise promotion. They have to show how its design can add atmospher, of white footwear. The word “white” an 
reached their present peak because of their to a display. An effort is made to deviate the price are in dark blue, with the remain 
mutual elements which are vital to retail from the usual headings employing phrases der of the lettering in light blue. T! 


progre SS. 


In our present era of colorful and dra 


matic display, show cards are an undeniably 
necessary part. They can attract individual 
attention and create a favorable impression 
They can be 


in favor of the merchandise. 


exciting and interesting—made that way 
through good lettering, balance, and design. 
They can reflect enthusiasm and they can 
stimulate the person who sees them; fur 


thermore, they are readily “believable,” and 
they do get 


The true value of the show 


results. 

card in rela 
tion to the particular merchandise or 
largely on the manner in 
Many effective 
show cards have appeared in this 


pro- 
motion depends 


which they are developed. 


types ot 
their 


and originators can be 


their contributions 


publication, 
heartily 


commended for 


which are obvious in their meaning. Every 


necessary factor regarding the merchandise 
is used in the copy arrangements. In order 
to attract attention the colors, designs, and 
lettering for these cards correspond to the 
display tor which the individual card would 
be used. 

“When a Girl Marries” is lettered in white 
on a dark blue panel. The ribbon design, 
“June, 1941,” and the copy at the bottom of 
the card are in light blue. 

“Find Yourself a Place in the Sun” pro- 
in play togs. The heading 
and lettering at the bottom of the card are 
The design is in 
and 


motes interest 


done in emerald green. 


summer shades of light vellow-green 
dark 


“Cotton Colony” heads a card in which the 
principal design is worked out in outlined 


green. 


“burst” paper effect is outlined in blue an 


shaded with crayon to simulate anothe: 
dimension. 
“Pretty Cotton 
green, with the prices in the 
The flower design is done in pastels. 
“Gift Ideas” for Father's day promotions 
is lettered in black ink with a ball-pointed 
pen. The illustration is drawn in opaque 
poster style in shades of gray and_ black 


The rules, lines and dots are in light yellow 


lettered = it 
same 


Frocks” is 


color 


green. 


Lexington Club 
Gets Under Way 


The newly formed Lexington, Ky., dis 
play club held its April meeting on the 13th 
at the Lafayette hotel. R. C. Kash, editor, 
DISPLAY WORLD, was the guest speaker. 
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There’s no getting away from it... color 
is continuing. Color is still the strongest 
fashion stimulant. Certain colors are newly 
popular. Yellow gains, as do the greens 
from cool and summery ones to vibrant and 
exotic jungle greens. The naturals, to tans 
and browns 
and “suntan” shades—are likewise on the 


variously billed as “go native” 


gain: as accessories, as costume back- 
grounds for vivid or clean white contrasts. 
New color combines are newsworthy. The 
pastels are news when perked up with some 
vivid streak. Whitewash gray is news with 
a spot of red. Pink is exciting with some 
intense turquoise. Any of the neutral tans 
are news with red or poison green or violet 
or burning sun yellows, and palest water 
color blue is news with a dash of copper) 
brown. And summer neutrals are news, 
alone, with white or with bright colors. 
Those who thought color couldn't keep it 
up are finding themselves very much mis- 
taken. And here's a bit for them to stick in 
their hats: 
going light and bright and gay, rich and 
It will carry the torch 


color is going to keep it up, is 


varied too, tor fall. 
for fashion then as now. 

Krom the advance shoe disclosures comes 
confirmation that the shoemakers are pre 
paring for more color than footwear has 
introduced for fall within memory. The 
tans and browns are expected to be biggest, 
for matching or harmonizing with those cos- 
tumes in the color family and for contrast 
with the blacks, the greens, and the all 
important-for-fall-blues. 

But there are to be plum shades, and 
brown-blacks, and plenty of rich greens and 
old, old reds (richer than those of spring) 
There will be blue 
loes, too, more than fall has ever seen 


tor high fashion accents 
«} 


This is the story, also, in the already ar 


rived or arriving British woolens. Light 
colors are in sport things, richer colors in 


he town tweeds, including a new substitute 


rr black—a heady wild cherry black. <All 
all, as far ahead as we can see there's 
color. 
The need tor new presentation angles 
rows greater True there are plenty of new 


ises of color that can be promoted, such as 

e few listed above, and others following. 
But comes June first, and perhaps sooner, a 
tartling change angle could be used for 
igh stvle ballyhooing in the fine old tra 

tion, 

Certainly the silhouette changes aren't 
providing the sudden revisions that make big 
ashion headlines. The new shoulder look 
s being gently absorbed and quietly ac 
epted. The straightening of the silhouette 


goes silently on, summer flares not with 
Other 
silhouette, such as hauling 


standing. (More of this’ below.) 
variations of 
hard on the sash to pull in waistlines, hold 
ing down the tullness of day and evening 
dirndls, off-shouldering of dinner dresses 
with long or short sleeves and even the ten- 
dency of length in daytime skirts now that 
they are turning to the narrow side haven't 
provided the news needed. Or more cor 
rectly, they haven't been permitted to, due 
to timidity and the unwillingness of Amet 
ican producers to risk anything in a spec 
tacular way. 

The cause is no concern of ours, but the 
results are. The results are lack of empha 
sis on style change. And so it appears that 
a little sensation would go over. Between 
now and June first this column recommends 
a bit of ballyhoo on “Wicked Black.” For 
black would be a change right now And 
there are a lot of black angles, some already 
sampled and found acceptable with the 
public. 

Kirst there's the all black accessory idea 


to be worn with the demi-dressy town 


blacks. Just completely black to sum it up! 
(What could be newer?) Then there’s the 
all black accessory idea for white costumes 
(What could be cooler under summer suns 
in the city? It’s an idea for a sun-drenched 
beach, too, a high tashien idea of note!) 
Then there are the all black accessories to 
be worn with a black dress and a_ white 
jacket, one of those white jackets already 
labeled a No. 1 toss in California where an 
ever growing number of out stvles are get 
ting a beautiful start these days. 

In the way of high = style promotions 
“Wicked Black” looks lik 
summer, interluding from t 

Other 


e a natural for 
he floor of color 
promotional possibilities otf the 
black accessory sets that look like naturals 


are: black with the neutrals whitewash 
gray or neutral beiges for the sophisticate 
lack with the watercolot pastels; lack 
with some of the vivids, notably llows and 
Clear 2reens 

Of course current dread of 
(call it war depressimania) will limit blac 
to a small high stvle circle for a costume 
color. This doesn't apply so much 
cessories. But the new look oft black, the 
change angle is the most likely in sight and 
full of possibilities for both costumes and 


accessories 


For a few further news angles with the 
all black costume, vou might extend the sug 
gestion above of a white toss-on jacket by 
ling also pale beige or a natural linen 

[Continued on page 41] 
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IS THE SYMBOL FOR 


GLOSSI- 
ROLL 


For many years the most 
popular word for store and 
window and counter displays 
of every description. GLOSSI- 
ROLL DISPLAY ITEMS are 
created to attract, to sell 
merchandise, to function with- 


out regret. 


A wide selecion of silk-screened 
and sprayed PANELS — RE- 
PEATS—BORDERS and many 


other items to choose from. 


Details 
will be 
mailed 
on 


request. 


EXCELSIOR 


PAPER SPECIALTIES 


CO. INC. 
622 W. 57 ST., NEW YORK 
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Display Studio Problems 


XXXII. KNIFE-CUTTING SCREENS FOR FAST PROCESS WORK 


In this modern world everyone is trying 
to find a faster way to get the job done. 
Displaymen and display studios more and 
more are using screen process work, espe 


cially for sales where small quantities o 
cards, banners, price tickets and the like 
are needed. In this article we are giving a 
few pointers on cutting the screen and 
mounting it in the fastest way to turn out 
a good process job at low cost. 

Knife-cut screens are ideal for producing 
small runs of screen process cards. They 
are casy to make and inexpensive. Anyone 
with a little artistic taste and mechanical 
skill can easily make his own screens, proc 
ess his own show cards, displays, and pos 
ters, after a little practice in handling a 
stencil knife. Knife-cut screens can be in 
fine detail or in heavy, bold, sales-type 
detail; it is practical and economical to run 
from a dozen up to as many as 3,000 impres 
sions by this method. This is by no means 
the life of the screen, however, for it can 
be saved and many times this amount can 
be run at different intervals if the screen 
is given care 

fo begin with, vou need your art work 
or original sketch. This should be a com 
pletely finished piece with all of the detail 
either in pencil, or preferably in a_ color 
lavout. It should be the same size as_ the 
If it hap 


pens you want a blow-up of a smaller piece 


piece you are going to produce 


of art work—tfor instance, a blow-up from 
a newspaper ad—this can be done by having 
a photostat enlargement mad to the size 
vou want by your local blueprint company 
Ii vour design is in. several colors, you 
should make your original sketch all com 
plete with all colors shown. This makes it 
easier in cutting the various color screens 
and also better for registration. If it 1s 
close registration, you should use small 
registration dots in the four corners of youn 
sketch, so that each screen can be registered 
in place when you're running the job. Thes 
dots should be located at such a point that 
they will be trimmed off or won't show when 
the job is complete 

Several types of film for knife-cut screens 


are on the market and can be bought from 


By ATLEY L. GILLAM, Display Artist 


Coleman Lamp & Stove Company, Wichita 
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Allow ample room iN screen 
for paint at each end. 


—At least 4 inches at each end of the screen 
should be allowed for the paint—with | inch 
on each side— 


vour design plainly through the paper. Afte1 
the sereen is cut on the shellacked paper, 
vou then apply it to the organdy or silk, 
using a medium hot iron. 

Phe tools that vou actually need for knite 
cut screens are few and inexpensive. A 
knife (see illustration) with a small, slendet 
blade made of a high-grade steel is ideai, 
and it should always be kept to a razor 
sharp edge to secure a clean-cut edge on 
vour letters. This will eliminate, in nine 


tenths of the cases, any saw-tooth edge on 


| Bump Guides 


Hold Down 
Guides dp 


SHIM BRASS 








—Common shim brass makes an ideal guide— 
g 


the letters. Also, a dull knife will give you 
trouble in attaching your film to the silk o1 
organdy 


In addition to this, tor cutting circles a 





your local paint or art supply store. Also, compass equipped with a steel needle about 
vou can make your own by using a vellum the size of a pencil lead, sharpened to a 
paper and coating it with shellac This is razor edge, is needed 
the most economical method. Then coat In cutting the stencil, hold the knife as 
yin ~di Single Blade RE RRENIS 
— Double Blades For Hair Lines 
—A razor-keen knife is one of the essentials near an upright position as possible. Cut- 


for a clean-cut job— 


vour layout with beeswax and roll your 
shellac-coated vellum paper over your lay 
out. It will be transparent enough to sec 


ting screen is much the same as drawing 
with pen and ink and lettering with a brush 
You have to be a little more careful in cut 
ting circles, as your knife must absolutely 
meet up with the knife cut from where you 


started, or there is an ugly jog in the circl 
The compass for cutting circles should bh 
rigid and the knife-cutting blade should b 
rigid; otherwise, as you cut the circle th 
knife will expand, and the cuts won't me 
up evenly. Hold the compass straight u 
and down. For cutting straight lines, and t 
have them absolutely straight, a steel-edg 
rule or steel vardstick is a handy tool t 
have. However, there are a number of fre 
hand cuts that have to be made on al 
lettering, and this requires practice. 
When using opaque colors, you can ¢1 
your screen so that the first color underlay 
the second and the second underlaps tl 
third, and so on through the job. Then 
you miss registration by a small amount, 
will not show up. However, on using trans 
parent colors or a multi-color job in trans 














—The squeegee must be absolutely sharp 
for good results— 


parencies, absolute registration is necessar\ 
and requires fine line cutting and also 
great deal of care in mounting the film onto 
the silk. In using transparent colors, silk 
should always be used on the screen, as 
gives a finer and cleaner job. 

Several materials may be used to stret 


the screen. Most common are. silk and 
organdy. At present silk is high priced and 
hard to get. There are several very fin 


mesh organdies on the market which are 
available and can be bought at most of th 
local supply houses. Also, it is considerabl 
lower priced than silk, and for most jobs 
gives a very clean-cut job. The most con 
mon way to stretch a screen is to use at 
automatic tacker. However, there are sev 
eral patented methods on the market as well 

Every display shop has an = automatic 
tacker as a rule, and to start the screet 
start on the short side and tack the corne! 


with four or five staples. Stretch tight and 


Next, stretch the right 
hand long side in the same manner, making 


tack clear across. 


sure that threads are running parallel wit! 
the frame. This is followed by stretching 
tight and tacking the other short side. Th 


fourth side is tacked in the same manner, 


being sure to pull the material tight so that 
when you are through, it’s like a drum head 
Shellac or common tabbing compound, ob 
tainable from your local printer suppl) 
house, should then be coated all around th 
frame where you have tacked, thoroughl\ 
to seal the organdy to the frame. Also it 
a good idea to use cloth tape or paper tape 
both inside and outside the frame, letting 
it lap out into the screen about half an incl 
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NOW! 99% 


PROTECTION 
from FADING! 


with brand new Dy 
CALIFORNIA “//1\ 


/ \ 








Transparent 
SUN SHADES 


Our newly developed material repels 
99% of the sun's destructive actinic 
rays, and, in addition is more trans- 
parent! Now, more than ever before, 
you can safely display your most 
delicate fabrics and colors without 
fear of fading, or other sun damage. 


WRITE TODAY tor descriptive folder, 


and new sample swatch. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 





1161 S. Broadway, LOS ANGELES, Calif. 








eNEW MAGIC “AIR-WAVE” FLAG 
PUTS A SALES 
WALLOP INTO 
YOUR DISPLAY 





Draw crowds to your 
display with this elec- 
trically-operated eye- 
catcher (not a vibrator) which keeps 
the 12” x 18” silk flag waving 
mysteriously. Ideal for patriotic 
display or can be adapted for flag 
of your own design. Chromium- 
plated staff 36’° high on 8” base. 
110-volt AC-DC Motor. Weight 7',. 
lbs. Shaft extension at small extra 
cost. Packed individually, 6 to 
carton. Guaranteed. $6.00 each in 
lots of 6. 


DISPLAY ASSOCIATES 


819 Burlington Avenue 
Western Springs, Il. 


“STARS and STRIPES” 

















“Let us help solve your ‘prop’ problems’ 


The Prop Shop 


142 EAST 32nd STREET NEW YORK CITY 
Phone LExington 2-5973 

Complete Backgrounds Rented or Built to Order 
At Reasonable Rates 

















@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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the rest sticking to the wood. This prevents 
paint seepage when you are running the 
job. 

A common tendency in making up a screen 
is to make it too small, and not allow 
enough room for paint at each end. For run- 
ning a 22-by-28 card, you should allow an 
inch on each side of the long direction and 
about 4 inches at each end. In other words, 
the screen size should be 24 by 36. As to 
guides for registering your paper or card- 
board, these depend upon the thickness ot 
the material to be run. First, your printing 
base should be absolutely smooth. Quarter- 
inch “Masonite” is an ideal printing base. 
For cardboard or for most jobs, three print- 
ing guides are all that are necessary, two 
on the long side and one on the short side 
In case your card is to be die-cut, your 
guides should be placed in such a way as 
to agree with the way vour card will feed 
Your local 
printer or die-cutter can give vou this intor- 
mation. By 


into the die-cutting machine. 


running the card and die-cut 
ting from the same guide edges, you art 
Metal 


guides are by far the best to use for regis 


assured of accurate registration 
tration. It is easy to secure metal to any 
thickness of paper or cardboard that you're 
running. For your guides for paper, just 
common shim brass, usually found in auto 
mobile supply houses, makes an ideal guide 

\fter the film or shellacked paper is at 
tached to the silk or organdy, a common lac 
quer filler can be used to fill the remaining 
portions of the screen. It drys fast, making 
the job ready to run in a few minutes time. 
In starting the run, a common fault is to 
use a dull squeegee \t all times the squec 
gee should be absolutely sharp. The syn 
thetic rubber squeegee is proving the best 
tvpe to use, as neither lacquers, oils, nor 
synthetics will attack it, and the sharp ede 
holds up longet 

The above gives just a few of the point 
ers and suggested ideas to help make a quick 
process job easier. It is by no means a defi 
nite method of process work There are a 
great many books on the market today which 
go into complete detail on all tvpes and 
methods of screen ‘processing, which it is 
not intended to discuss in this article; but 
the more process work done by the display 
man, the more he will find that his job is 
becoming easier, and that he is obtainine 


better results each day 


Good Reception Reported 
For Light Mannequins 

Ted Latimer, American 
Model Form, Inc., New York City, reports 
that the display field is giving a good recep 


vice-president, 


tion to the special mannequins produced by 
his firm. The figures are of papier mache 
and are said to be very light, strong, and 
sculptured and styled with distinction. Lati 
mer states that the figures can not be dis 
tinguished from the regular composition 
mannequins, since they are finished with a 
smooth enamel surface. 


Changes Made 
At Kline's 

J. C. Taylor, formerly of Kline's, Detroit, 
is now with Brook's, Washington, D.C. 
L. J. Holden, who had been with Donald 
son's, Minneapolis, succeeds Taylor. 
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if you want 
a really distinctive 


display setting... 


USE 





REYCURV 


the aristocrat 
of 


display materials 
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wide corrugations 
high gloss finish 


pastels and deep tones 


color card on request 


buy it from your 
display materials 


supplier 


THE REYBURN MFG. CO., INC. 
PHILADELPHIA 


NEW YORK, 8 WEST 36th ST. 
CHICAGO, 1100 SO. WABASH AVE. 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS = 












—General Electric is usin 
the reminder card shown a‘ 
the upper left, with thre. 
actual light bulbs at th 
top and a price panel be 
low. Created and lithe 
graphed in full color by 
Forbes Lithograph Company 
Boston— 





—Bamboo and palm trees 
lithographed in full color by 
Forbes for Beau Brummell 
Ties, Inc., Cincinnati, form 
the background for a sum- 
mer neckwear display card. 
Three smaller cards are fur- 
nished for interior use— 


—A good baby picture has 
unfailing interest appeal, 
and Miles Laboratories, Inc., 
Elkhart, Ind., here uses this 
theme effectively. The unit 
is 50 inches tall. Created 
and lithographed by Forbes— 


—A window display of wine 
stemware would go well with 
this smart card suggesting 
“Wine for Weddings," re- 
leased by the Wine Advisory 
Board. Obtainable from the 
Board at 85 Second street, 
San Francisco— 








WINE. ». 


WEDDING 
RECEPTION si tiomah,Exraien, ne, 


a flashlight battery in which 
the energy does not start 
until the bottom of the cell 
is struck sharply against a 
hard surface. The now con- 
tainer pictured brings out 
this fact in emphatic man- 
ner. Designed by Robert 
Gair Company, Inc., and 
made by Eastern States Car 
tons Division— 


—This "Swing Girl’ has been 
swinging business to Frank's 
Orange Nectar; the same 
theme is followed in a num- 
ber of display pieces. De- 
signed and produced by 
Ketterlinus, Philadelphia— 





“aan Page 


— \ , J 








—-Pal blades are featured in 
this display piece, part of a 
seven-unit display, with little 
"Mr. Pal’ pointing out sale: 
points. Reproduced by Ein 
con-Freeman Company, Inc 
Long Island City— 
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THE FASHION-VANE 
[Continued from page 37] 
color jacket. Or another chic California 
idea for frosting off the all black costume 
with all black accessories is the cool, pale 
pastel jacket. 

Remember that with tashion trends over- 
whelmingly to casual clothes, as is cur- 
rently the case, there’s always news in the 
demi-dress outfit of sheer black for dining 
and dancing in town of a summer evening. 
Here’s another bit of black magic for a style 
pep stunt. 

In volume style promotions . traditional 
white promotions we mean ... black can 
take on news importance, in accessory C€a- 
pacity, as suggestea above. But white also 
means color for contrast. The great ocean 
of white costumes that are soon to be sweep- 
ing into popular favor will launch this sum 
mer a thousand and one brilliant accessory 
accents. Keep vellow in mind for the ac- 
cessory contrast, and green, as both are 
newer looking than red with white. Yellow 
is even higher style than green since it’s a 
newer arrival on the fashion scene. 

But note that no new arrivals to date 
even threaten the popularity of red, white 
and blue. And note, also, that as green 
goes into the phase of general popularity, 
the crisply cool look of green and white is a 
better bet than usual for summer promotion. 

Now for a bit of the rest of the May and 
June story. Despite the all-importance ot 
color, and the excitement in a change to 
some black, there’s other news for the tell 
ing and selling. 

The casual trend is rich in fashion pro 
motions. It brings in a reversal of the 
spring coat-that-looks-like-a-dress idea in 
the dress that looks like a coat, softly done 
hut tailored. It brings in the suit that dou 
bles for a dress. 

The first mentioned is an elegant locking 
outfit for the smart woman who wants the 
look of a coat in town, but wants to avoid 
the warmness of wearing even a summet 
coat. The latterly mentioned is a grand all 
around usetul style, for travel, for town, for 
country club. Unquestionably it is good in 
dark piques with polka dots, and even bet 
To date 
nothing touches Glenn plaids for style ap 


ter in the Glenn plaid seersuckers. 


peal with the younger crowds. 

The suit in rayon shantungs is a winner, 
too. And, incidentally, the high style impor 
nee of shantungs can now be evaluated 
us: good in popular prices where their 
volume acceptance already has tended to 
detract from the promotional possibilities ol 

gher priced silk shantungs. 

Che many purpose suit of cotton or rayon 

it looks like and serves for a smart iail 
ered dress is not the only important jacket 
ion. The jacket dress is still high style, 
summer sheers as well as cottons. Not 
t all jackets of importance are knuckle 
or fingertip length. Longer jackets are the 
thing, whether they're the shirt-waist typ 
With set-in belts, shirt sleeves and convert 

necks, or whether they're dolman sleeve 
type, or drooped shoulder voke stvles. (Not: 


too that the prevalence of summer suits 
cates a suit fall.) 
summer coats, the toss-on reigns su 


le. There are China boy toss-ons, man 
In coats, less-casual Persian tunics, and 
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more casual sashed or belted wrap-arounds 
and straight unbuttoned, unbelted — styles. 
Also short-coat-jacket numbers with the 
sailor color or notched revers are youthful 
high styles. 

These coats are double duty numbers, 
everyone; for over sport things, street out- 
fits, and dancing gowns. It's all part of the 
trend to utility and informality. 

Another of today’s trends concerning the 
bigger hats, both bonnet and sailor adapta- 
tions, is that to bigger heads, achieved with 
additional hair. Actually long hair fixes are 
being seen, big buns at napes of necks. 

\lthough big hats are promotional, the 
exact opposite, the calot is again news after 
recent declaration for the calot by the Duch 
ess of Windsor. 

\fter dark the news is tiered skirts, ex- 
otic colors, delicate colors, and continued 
favor for the covered arms. Newest version 
of covered arms is the Bateau decollete, 
with its off-shoulder bareness and fitted long 
or short sleeves. Important version of cov 
ered arms is the full, transparent peasant 
sleeve (for young things of course). 

And finally, watch the = straightening ot 
the daytime silhouette grow, toward = fall, 
lato acutely narrow skirts, some with draped 
effect and off-center front cascades, back 
dipping of hems, tor the ultra-smart 


CALIFORNIA VARIETY 

[Continued from page 7] 
birds, flowers, and palms were typical chat 
acters in this “California Colorama.” 9 Thi 
window was particularly effective at might 
when the illumination showed the cutout to 
best advantage. The window placards at 
Barker's were very noticeable as they also 
told the story of California living. Pastel 
flowers were painted on the cards to blend 
with whatever merchandise was displayed 
\mone Barker's othe r “Modes” showings 
were those which featured furniture for th 
modern, “steeped in tradition and endowed 
with lasting beauty 
The other Barket 
trated here (top of page 7) was titled “you 


Brothers window illus 


too can have this smart 1941 outdoor com 
fort and beauty.” The setting was a sun 
patio such as may be seen in any California 


home, with bright red brick walls and white 
| 


washed fence. he patio was arranged to 
appear relaxing and casual. Soft ilumina 
tion and carelessly tossed accessories aided 


in the effect 
In Hollywood, 


Kennet] Helmbold at 


Nancy's has many interesting displays 
Among them is the window teaturing “Jun 
ele Print” fashions for women, which = ts 
pictured here. The setting was a thatched 
jungle hut. The walls of the hut were in 
eeniously made from the straw wrappin 
which surrounds liquor bottles. The top ot 
the hut was of palm leaves. A ridiculous 
looking head hunter stood looking out ot 
the doorway. This cannibal was constructed 


of gourds and sponge rubber, and was com 


plete even to a bone jutting through his 


In his hand and around the neck 


headdress. 
and wrists were several fashion-accessories 
tarantulas, also made of 


] 
i 


Uegly-looking 
eourds, were crawling down the roof of t 
hut. On the floor of the window was a 
gaily colored crocodile, devised from preces 


of a cut-up desert vucea plant 


4| 





More Power to 


MOTION 


DISPLAYS 


Your profits will hit a new high. . . more 
customers will buy on impulse when you 
PEP up display ideas with MOTION. 

You can streamline w-ndows by animat- 
ing them. Revolving merchandise stops 
people in their tracks and mal:es them buy. 
Dramatize displays ... with ACTION. 

There’s absolutely no limit to tie decora- 
tive effects you can get with ROTO-SHO and 
ROTO-WEEL. And they’re easy on the 


budget, too. 
Roto-Sho 


The improved, 
noiseless Roto- 
Sho is a horizon- 
tal, electric turn- 
table. It carries 
any weight from 
2 ounces to 200 
pounds. Yet the 
operating cost is 
only |, cent a 
day. 


°8.95 


Roto-Weel 


Serves as an effective 
backdrop. It is a 48 inch 
wheel which revolves 3 
times every minute. You 
can attractively display 
any item weighing up to 
25 pounds with Roto-Weel. 


*21.00 








For Added Eye Appeal 






saangaeniill™ 
STYLE No. 10 

Crystal mirror— Three platform fixture. 
One of the many unusual and attractive 
accessories of glass and steel constructed 
for ROTO-SHO Turntables. Made in Silver 
Mirror Glass and Blue Mirror Glass. 

Write for illustrated literature showing 
complete lines of tables and accessories. 


KLARION 


Merchandising Corp. 
45 EAST 17TH STREET, NEW YORK CITY 
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Three Dimensional 
Startlingly Different 
Display Cards 
Make your lettering STAND 
OUT ATTRACTIVELY 
DISPLAYED on cardboard, 


glass, cloth, metal or fabric 





Easy to use, quick drying, with a beautiful, perma- 
nent, three-dimensional finish —STYLO-PLASTIC-— at a 
per sign cost of Se Can with full equipment and 
instructions (enough for 75 signs) $3.50; all colors. 


KLARION MERCHANDISING CORP. 








omens $5 Fast Iith St., New mame emma 
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Think this over 


CE BY FRANK G. BINGHAM Sime 


“NoSeam Stripes” 
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Clever’ AMERICANA 
RUBBER STRIPES \ week ago Sunday when I should have nament at St. Andrew's course just 

































a siecle 7 been writing this column [I was out cutting miles from my typewriter. My = score 
* “* number. ; ; ; ‘ s . : 
"Eton of Red. White and | my hedge on the east side of the house. It eighteen holes was just six under the mi 4 
@SEA GULLS Blue with White Stars. pote had over-stepped its bounds and was 6 age figure with one new ball in a gopl 
" wi ‘ Long a . . . ; , P 
a” oat —" ’ inches over on the neighbor's property, so hole and another new ball in the middle oi T 
BOYS i. a hair-cut on one side was the order of the small lake. I realized fully the prize | 
sé . ° - * 
@ PORTHOLES NoSeam day. A hedge, like a display, needs con- won as I dragged myself into the house 
weite tor TARS stant attention to produce the effect one face the wife who had dinner ready th: 
Details Ss hopes to obtain. A hedge to be effective, hours in advance of my arrival; my faci 
a Popular and Timely design. like a good display, must have a center point was red, a fire-chief red, and about as 
-— me ee wa ieee Ot" of interest and then taper off. A hedge wide as. burning gasoline. I won the sunburt 
MAHA —4 wide x 18’ long at $10.25 per | at the top prevents the sun's rays from get- — prize and all night long I couldn't turn 
aa roll. Also ting to the lower branches and doesn’t give — those six spotlights over my bed. 
DISPLAY PATRIOTIC ROPING. BAN. | "ture a chance; likewise many displays do = 
NEED NERS, RED & WHITE FABRICS, | not give the customer a chance due to their Phe golf tournament was a huge success 


DISPLAY PAPERS, LEATHER: | }), 44.1) cidle- ‘sib SS ee CR. Ente ROY age ae as 
ETTES, RIBBONS, etc. yottom-side-up effects. Nature in all het The greens were hard and fast, like old ca 










forms displays excellent judgment in ar- pet ina show window. The day was selected 
rangement—if you don't believe it, go out by one of the many experts on weather, 
iA * and get a little May air and see if vou can well as display, in the Chicago club. The 
FABRIC CORPORATION. find a tree wider at the top. are the convention arrangers this year, to: 
Complete Line of Display Fabrics & Accessories and as 4 teed sone ok the sont: “ccc” 
NEW YORK—130 WEST 46th STREET The following Sunday my column was and watched others keep their eye on t! 4 
Chicago St. Louis Los Angeles San Francisco | past due and again I was prevented from ball and drive it out of sight over yo 
6 E. Lake St. 915 Olive St. 819 Santee St. 830 Market St. | \Vriting anything because the Chicago Dis- der hill, I knew this convention was going = 
play Sales Promotion Club had a golf tour to be a “par” one tor everyone to enjoy and 


—MILEO- —* 


MANNEQUINS ON THE BEACH Ny 


For beach and summer windows, Mileo 
Mannequins add a note of inviting 
realism that produces sales. Individual 
faces and flattering figures. Men 
women and children with movable, 
interchangeable arms; flexible waist. 


a, 


Write for photos. 
P. C. MILEO 7 w.360y st.\*New York 


We Stock 
41 COLORS! 9 FOOT WIDTHS! 


BULKTON 


EAMLESS 


FOR IMMEDIATE DELIVERY 


GARRISON WAGNER CO. | 


1629 LOCUST ST. ST. LOUIS, MO. 

























CARSTENITE 







Sse j 
(Actual Wood, Resin Fused to Masonite) , — \o~ eee 
The Ideal Display Material ps wer! 
e Signs @ Backgrounds ji" 
@ Displays e@Fixtures 


Send for free Sample and Literature 






. 2? 
Carstenite Sales ** Oo; Ko 


—-"'Before you go any further, Elmer, | wish you'd read this little poem!""— 
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MIR OFLEX 
The Mirror That Bends 


There’s no two ways about it—mirrors 
do focus attention! The result is more 
eye appeal, more sales from your 
displays. And if you use Miroflex you 
multiply your opportunities for unique, 
eye-compelling, selling displays—flat, 
curved, round, screens, backgrounds, 





base gold, blue, pink, 
green or mottled colored mirror. Start 
getting better displays—start using 


Miroflex now. 


Samples and prices on request. 
Ask also about Miroflex Mastic 
Cement for mounting wood, glass, 
fabric, leather, etc. 


HUDSON SPECIALTY COMPANY 
Distributor 
467-469 Eleventh Ave. New York, N. Y. 
BRyant 9-3720-1-2-3 











aK 


KORRECT-WAY 


AND 


BETTER DISPLAY 


WATCH our June, Display 


World ad, for an important an- 
nouncement on the forthcoming 
1.A.D.M. Convention. 
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long remember. George Hermanson, 
club president, swings hard, drives straight 
and counts every stroke. He is not a boss 
president, but a leader president. He has 
more men working for the club—earnestly, 
for the success of this convention—than any 
previous one in the history of the I. A. 
| D. M.’s many Chicago meetings. Make your 
| plans to go to Chicago this year now and 


Herman- 
and 


when you get there look up George 
friendly as an old 
too 


he’s as shoe, 


the 


son; 
all 


Chicago boys are, 


Monday evening my column had to be fin 


ished, but I was so tired from Sunday's 
fiesta at golf that my bed came up sud- 
denly and hit me in the face betore I could 
“think this over.” 

Tuesday night was nearing the deadline 
and Editor Kash was already reaching tor 
a fill-in, but, alas, I had to go to Chicago to 
look over the new “Wishmaker” ensemble at 
Carson's. Bill Campbell was there and he 
told me how he got his idea for the “Straw- 
berry Festival” which delighted all Chi 
cagoans. (See page 5.) A carload of bar 
rels, painted white, awninged, and with 
strawberries growing out in all directions, 
transformed the main floor of Carson's. Bill 
said he remembered that his tather grew 
them that way up in New Brunswick and 
hoot, mon, it was easy on the budget. Straw 
berries and plenty of cream to you, Bill, for 


a splendid promotion 


Ponight is the deadline and atter a_ big 
Swiss steak for dinner | am doing my best 
to break the tape a la Gree Rice, Notre 
Dame's gift to the cinder track. Don Lash, 


one ot Indiana university's all-time great 


runners and now a competitor ot 


I oard 


recently in 


distance 


Rice on the and cinder tracks, spoke 


at a 
tamous 


banquet honor of the 
little 


and 


barrel-chested king of 
three 
(aree 


runners 


at two miles He said: “The 


achievements ot Rice serve as an in 


spiration to the youth of America, and his 


brilliant triumphs in establishing world 
marks exemplifies the impelling spirit of his 
alma mater—Notre Dame. 

Greg Rice became champion because he 
absorbed and lived the philosophy ot = 
coach, the late John P. Nicholson Nicl ol 
son's) philosophy was simply this ‘An 
athlete becomes a champion, not because he 
is a super-man, not because he is more bril 
liant than another competitor, but throug] 
that rare qualitvy—perseverance.” 

What the display profession needs is not 
so much chop suey, but a little more Rice, 
don't vou think : 

Newdold Joins 
Wieboldt 
Formerly with P. A. Bergner & Ce 


display 
located at 
Chi ago 


Newdold has 
Wieboldt 


Paulina 


Emil become 


for the 


Peoria, 


Manager store 


Milwaukee and avenues, 





GLASS SILK (SPUN GLASS) 
Beautiful Waterfall, Ice and Snow Effects, Motion 
Displays with and without Colorful Lighting, Pure 
White and Colors—Fireproof and Verminproof 

When you visit New York be sure to see our 
New York display. 
If Your Jobber Does Not Handle 
GLASS SILK Order Direct... 
Manufactured by FRIEDRICH & DEMMOCR 


Factory: Millville, ! 
New York Representative: 7 E. 42nd ‘st., New York 
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SPECIAL ANNOUNCEMENT! 
WIDEROLL 
BACKGROUND ART PAPER 
TEN FEET WIDE 


SAVE MONEY, BUY 
FIFTY YARD ROLLS AT 
THE NEW LOW PRICE 


718 ww 


Twelve yard roll $5.45 





FIFTY YARDS 
TEN FEET WIDE 
ALL COLORS 


TEN DECORATOR COLORS 


DUSTY PINK FIRED CLAY 

AIR BLUE FLAG RED 
SUN-GLO YELLOW NATIONAL BLUE 
FOAM GREEN FOREST GREEN 


AMETHYST PURPLE WHITE 


ORDER THROUGH YOUR DEALER 
OR WRITE 


WIDEROLL PAPER COMPANY 


4815 FLOURNOY STREET CHICAGO 











Plans for building this mobile 
INTERIOR DISPLAY WINDOW 


4 PAGES of dimensioned drawings, direc- 
tions, and lighting specifications for con 
struction of a complete 36 x 42 x 19” unit. 


BRINGS WINDOW display into your store. 
Enables you to promote selected goods with 
intense dramatic illumination. Lets your 
customers examine displayed merchandise 
at close range with minimum supervision. 


MAKES POSSIBLE endiess display variety 
because of the roomy interior and flexible 
lighting set-up. Is ideal for accessories. 
jewelry, haberdashery, liquor, cosmetics, 
perfume, hosiery, underthings, etc. 


Mail this coupon now. Supply limited. 


eon se ee 
CENTURY LIGHTING, INC. 


419 West 55th St., New York, N. Y. 

Please mail me your FREE interior window plans. 
Name 

Store 


Address 
mpm HnmHH HHH  & 














Custom PLASTIC 
FABRICATORS 


SHEETS, RODS AND TUBES 
Seis 

THE SPECIAL REQUIREMENTS 

OF DISPLAY BUILDERS 


an p offerin gG 


ECONOMICAL AND COMPLETE 

FACILITIES FOR PRINTING 

FORMING, DIE CUTTING 

STAMPING AND EMBOSSING 
a 


Your inguirtes are aa 








6 Times Faster with 





the New 


\ {a 


Type ML8 


Displayman’s Airbrush 
and Display Colors 
You can make your an 6 TIMES FASTER 
with this latest Paasche Type ML8 Airbrush and 
Vividly Brilliant, Smooth Flowing Display Colors. 
You'll quickly create profitable ‘Sure-Fire”’ 
Attention-Getting, Hard-Selling THREE-DIMEN.- 
SIONAL Displays with a new freedom of layout 
and ease of operation—-So start using this faster 

method TODAY. 
FREE! Send Today for Your NEW 
Airpainted Color Charts and 
the Illustrated Airbrush Bulletin Pi0-DS. 


Qaseke Herbuusk bo 


1911 Diversey Parkway Chicago, Illinois 















FLEXV-ATITON 
MOTION MECHANISMS 
@ Be os thrifty as the squirrel! 
Save money as other displaymen 
do—use FLEXOSACTION units. 
To put it ina nutshell, they cost 
less, because they last so long 
without attention. 


@ FINE GEARED MOTORS =I, 
@7URNTABLES: 30 to 1000 Ib loods = 


MERKLE-KORFF GEAR CO. 


21! N. MORGAN ST CHICAGO. ILL. 
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l. A. D. M. NEWS 
[Continued from page 17] 
2 :30—Presentation of trophies—‘Display of 
Tomorrow Exhibit.” 
2 :40—Adjourn. 
3:10—Business session and election of I. A. 
I). M. officers. 


Night 
8:00 to 10:00—Dinner, Marine dining room, 
Edgewater Beach hotel. 
10:00 to ?—Dancing on the Board Walk, 
under the stars, to Russ Morgan's orches- 


tra. 

\nd so there you have your convention 
program. Let's get on with the rest of the 
news. 


You may think it is contagious, you may 
think it comes from living in Washington, 
or you may think it’s just the thing to do in 
this day and age. The important fact is 
that Joe McCann is throwing his hat in the 
ring for a third term this vear as president 
of the I. A. D. M. MeCann’s record speaks 
for itselt 

When he came into office the I. A. D. M. 


defray convention expense. 
convention we hope to have 





MAY, 1941 


was $2,500 in the red. I have a letter 
my predecessor as managing director, 
ing that our finances were in better condi 
then than they had been at 
during the four years preceding. 
We had no funds to expend for extensiy 
advertising or for office help and expens 
required to promote a big convention. 
was necessary; yet, confronted 
these obstacles, the I. A. D. 
y went in one year from $2,500 
to $4,000 in the bank—with all 


were out of the hole, but 


to practice the most rigid economy 
r to stay out. 
We have spent a lot more money this ye 
effort to advance the cause of 
but there is still a healthy bank 
without touching the funds receiv: 
year’s convention sales, except 

After this year 
about $10,000 


not McCann's desire to keep all 
vy in the bank. We have in mind ; 
for next year that will include 


—by Tony Brinker 





ps JINKS. 
sd Sh ¢ Gain AW NO 


— WAVING HAD A DESIRE FORA 
STAGE AND THEATRICAL CAREER HE 
WENT To NEW YORK IN 1930 To GO 
INTO A SHOW... REHEARSED WITH 
SEVERAL... OVE TO THE DEPRESSION 

THINGS DIDN'T WORK OUT SO WELL... 
DISGUSTED, HE HAD TO GET A JOB SO 
ACCIDENTALLY TALKED HIMSELF INTO 
A DISPLAY JOB _— 


EDWARD J. 
PBERRAULT 


THE “-ASHION, 
HOUSTON, TEXAS 


WAS BEEN IN THE DISPLAY FIELD 
FOR 10 YEARS, ENTERING IT ALMOST 
ACCIDENTALLY... KNEW THAT HE CouLD 
DO THE WORK SUCCESSFULLY AS HE 
FELT RE COULD PUT SOME OF HIS 
DRAMATIC IDEAS TO WORK... 
AFTER TWO YEARS IN NEW 
YORK HE RETURNED ‘To 
HOUSTON ANDCONTINVED £ 
\N THE DISPLAY FIELD __ Fa 


er) 
os KuTY! 








—WAS A GREAT 
WEAKNESS 


FOR, 
CONVERTIBLE 
COUPES 


























_. SPENDS WIS SPARE TIME 
WORKING ON LITTLE THEATRE 
SETS AND DOING SOME ACTING 


— ALSO, WORKING WITH DEBU- 


TANTES DESIGNING THEIR COMING 
Out BALL 











Rig 
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“SUNFILTER” 


TRANSPARENT SHADES 
INSURE 


YOUR 


WINDOW 
DISPLAYS 
AGAINST 

FADING 


SUNFILTER SHADE CO. 


1063 South La Cienega Boulevard 


Los Angeles - - California 





“SUNFILTER" SHADES ARE 
CUSTOM MADE 


Delivered Complete and with All Fixtures 
EASY TO INSTALL 


Over 1,000 "'Sunfilter" instalaltions. Send 
for certified list of stores protected by 
genuine "Sunfilter." "Sunfilter" shades are 
approved by the F.H.A. . . . Write today. 


CORONET. 

















Get Your Free Mannequin Booklet 
From the ‘Mannequin City of Fashion” 


THE DISPLAY EQUIPMENT CORP. 


147 W. 37th St. New York 





WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 








SHOW CASES 


Ask for our New Catalog No. 41 
of modern, low priced cases. 








Detroit Show Case Co., Detroit, Mich. 





We Carry A Complete Line of 


CODISCO NO-SEAM 


The Preferred Extra Wide Seamless Paper 
In a full range of colors and sizes Also 
their full line of 
neces, display 


processed panels, val 
papers and display tubes 


GARRISON-WAGNER CoO. 


1629 LOCUST ST. ST. LOUIS, MO. 





@Please Mention DISPLAY WORLD When 
Writing Advertisers 


DISPLAY WORLD 


great deal of educational work This will 
help in headquarters, 


postage. We 


local 


require more more 
printing, 
a position to 
should be able to finish the book on 
that was started under th: 
chairmanship of Vernon Jones and = was 
stopped chiefly due to lack of funds. 

So when McCann offers his services for a 
third term it is with the that 
the treasury of the I. A. D. M. is handled 
judiciously and that 
re done to benefit the display 
attempted to dats 
position finan- 
satisfaction of 


more will then be in 
more and 


“Evalu 


clubs 


assist 


ation of Display” 


desire to see 


wisely. It is to see 
many things a 
man that have not been 
were not in a 
cially. And, it is with the 


knowing that his thirty 


because we 


Vears asia member, 


coupled with two vears as president, equip 
him to fill this office to the ultimate welfare 
of the display profession, 

I. A. DD. M. headquarters mailed seven- 


page copies of the rules and regulations for 
the National Achievement contest about six 
weeks ago to all of its members and, also, 
to all of those who attended last year’s con- 
vention, whether they were members or not 
Since that time 
in memberships, 


there has been a noticeable 
increase which would indi- 
cate that the spirit of competition had been 
aroused among a number of displaymen and 
a greater interest in the Achievement con- 
test than ever before. 

Classifications on the I. A. 1). M. 
\chievement 


National 


contest were changed drasti 


cally this vear because of a lack of interest 
in certain divisions. An objection has been 


made to the sudden elimination of 


and in 


some 


Classes an effort to avoid making the 


new set-up a hardship on our interested 


members, we have made a tew changes since 


the date of these rules and 


mailing regu 
lations to our members. 
While any later date than this would 


probably make it difficult to revise them fur 


ther, in fairness to others | will appreciate 
any criticism mailed to me and record any 
with a view to replacing any 


suggestions 


classifications im which there 1s sufficient 
interest. 

The specific classification changes made in 
the 1941 list are: No. 26, now furniture and 


bedding; No. 28, now rugs and linoleum; 


No. 29, furs. In the ladies’ ready-to-weat 
sweepstakes, No. 15 is now lingerie. Suits, 
which originally had this number, is listed 


No. 4, 


coats and suits 

Booth spaces are getting rather scarce and 
that some 
who are until the last 
left out this June 
space. \ 


it is possible would-be exhibitors 


holding out minute, 


will be because of insufh 


cient large area at the rear otf 
the main exhibit hall has been reserved for 
Messmore & 
attractive 
area which are still vacant are the only one 


Damon, who always have an 


show. The booth spaces in thai 
available and they are filling up very rap 
idly. 

We started out with the intention of using 
the main exhibit hall and the fifth floor tor 
sample great was the demand 
that we added the 
floors for sample rooms and_ th 
floor. All of the 
floors has 
three weeks 


rooms; so 
for exhibit space first and 
second 
available 
sold 
after the 


lower exhibit 


space on these three been 


out completely since 


floor plans were first issued 
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Sell With MOTION 


If you want to sell displays . . . animate them. 
Add to their selling power with motion—motion 
that forces attention, that tells more, that dem- 
onstrates, emphasizes, stages and explains... 
that assures larger audiences, better spots and 
longer showings. 


SpeedWay is Animation Headquarters 
For the manufacturers of displays, SpeedWay 
provides: 

(1) An extensive line of dependable 110v back 
geared, flea powered display motors and 
mechanisms. 

(2) 110v animation units (pendulum units) as 
low as 50c each in quantities. 

(3) A complete line of electric display turn. 
tables (skeleton or housed, 2 lbs. to 500 Ibs. 
capacities). 

(4) Free Technical Service to display men. 


@in 
















SpeedWay animation experts work out the 
most practical way to obtain specific mo- 
tions, speeds, synchronization, packaging, 
etc. 

Animation makes displays easy to 
sell . . . makes them profitable to 
buy. Write for new Animation 
Manual and Motor and Turntable 
Catalog Sheets. 


SpeedWay Mig. Co. 
1839 S. 52nd Ave. 
Cicero, Ill. 








IN A FEW MINUTES 
YOU CAN SEE THE 


SAVING OF HOURS 


When you make cutout 
displays with the high speed 


Gulawt 


Saves Time—Saves Money 
Makes Better Displays 


For full information write 


INTERNATIONAL REGISTER CO. 
13 S. THROOP ST. CHICAGO 
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The manutacturers know that the Chicago 
Display Sales Promotion Club has a reputa- 
tion for presenting a program of speakers 
that commands the attention of those at- 
tending the convention. They have faith in 
the ability of Carl Gestrine, Butler Brothers, 
to organize this program and they have 
demonstrated this in their efforts to obtain 
larger exhibit spaces. 

I. A. D. M. national headquarters are so 
thoroughly convinced of the merits of this 
clinic program and in the predominance of 
the exhibits this vear over those of former 
vears that we are sending out 2,000 letters 
of invitation to store owners, asking them 


DISPLAY WORLD 


to accompany their display managers to the 
convention and see for themselves. 

I have just been informed by Mrs. Frank 
Whitelam, National president of the Ladies’ 
\uxiliary, who recently returned from Chi- 
cago, that the ladies visiting the convention 
will be rovally entertained by the Chicago 
hostesses and the auxiliary officers; every- 
one knows that when Mrs. Whitelam says 
the ladies will be entertained, it is a bona 
fide statement. So here’s hoping that a 
number of the display profession will break 
away from the stag line and bring their 
Wives. 








OPPORTUNITY EXCHANGE 








4 HIGH TYPE MANNEQUIN 
SALESMEN WANTED 


By reputable manufacturer to cover 
United States with today’s “top” line of 
papier mache mannequins. 


Drawing account $75.00 weekly. Only 
high type men with strong contacts among 
chain and department stores will be con- 
sidered 


Address “BOX T. C.”’ 


Care DISPLAY WORLD 


POSITION WANTED—Display and advertising 
man desires change; 7 years in present position; 
IX years’ experience in dept. and specialty 
stores. Excellent cardwriter. Design and build 
backgrounds and interior displays. Layout and 
cony. College education. References and pho 
tographs. Prefer midwest. CLYDE WHALEY, 
11062 Cloverlawn, Detroit, Mich. 








Wanted—DISPLAY SHOP 


In medium-size, progressive city. 


Address ““W. D.”’ 


Care DISPLAY WORLD 








ADVERTISING—HOME STUDY—The Adver 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 


CORRESPONDENCE INSTRUCTION—In Win 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country tn 
the world New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, Il. 








SALESMEN WANTED 
lo sell new wide paper to jobbers.  Lib- 
eral commission. Write, stating present 
(Wholesale only.) 
\ddress “BOX M. W.” 
Care DISPLAY WORLD 


connections. 


Creative Display Training in all branches, in 
cluding Windows, Interiors, Backgrounds, Show 
cards, Exhibition Booths, Model Building; also 
Retail Advertising. Intensive 6 week Summer 
Courses start July 7th. Low tuition. Free 
Placement Bureau. Request Booklet “DW”. 


DISPLAY INSTITUTE 
3 E. 44th St., New York MUrray Hill 2-5567 








HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 
clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.”” Write for information. 


WILL H. BATES, Box 101, Ellsworth, II. 





COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DW5. 








REPRESENTATIVES WANTED FOR 

Plastic card holders, Lucite and Plexiglas 

shoe fixtures, Plastic optical displays. 

Several territories open. Write to 
TRANSPOSTER SERVICE 

21 Follen St. Boston, Mass. 


“HOW TO MAKE SHOW CARD PAINTS’’— 


50 cents ‘How to Make Artificial Flowers, 
lrees, Christmas Snow’ Branches’’—50 cents. 
“How to Make Show Card Boards, Make Old 
Ones New Again, and Christmas Boxes’’—50 
ents Three leatlets for $1.00 

JENTZEN 


11 Columbia Ave. Jersey City, N. J. 








RECLAIMED 


Your used Cutawl chisels Nos. 24, 0, and 3 re 


sharpened as good as new for 


30c per Doz. 


JOHN MEIKLE MFG. CO. 
1902 E. Cook St. Springfield, Ill. 








FOR SALE OR TRADE 
Snow machines, mechanical Christmas 
display, good condition, must give up 
storage space. For further information, 
\ddress DAN HANSEN 
Care CLARKE & CO., Peoria, Illinois 











WANT ADS—Q(i all kinds, eligible for the Opportunity Exchange. 


June forms close June 10. 


cash with order 


Only $2.00 per inch, 


MAY, 1941 


The “Display Tomorrow” committee has 
received several good suggestions regarding 
the size of the black frame which is to sur- 
round the front of the dioramas. This had 
been indicated as 4 inches on all sides. The 
point has been brought up that small spot 
lights could not be used if the frame was 
limited to this size. The committee states that 
a wider frame can be used if desired so that 
the participants will not be limited if the 
care to use the small spotlights. 

The first meeting of the Metropolitan Dis 
play Club was held at the Hotel Pennsy 
vania, in New York City, on the evening « 
Tuesday, April 29. Jerome E. Walter wa 
elected temporary chairman and plans wer 
made relative to recruiting members an 
affiliating with the I. A. D. M. The meetin, 
was honored by the presence of J. | 
McCann, president of the I. A. D. M., who 
presided, and Ray Parks, Leavitt Store: 
Manchester, N. H., first vice-president. Both 
of these gentlemen spoke on the activities 
of the association. Lothar Dittmar, D. M 
Reed Company, Bridgeport, Conn., made an 
outstanding address. James Morrison, of 
the New York Convention bureau also spoke. 


New Type Of Paint 
Glows In Dark 


The Prescott Paint Company, Inc., 445 
West 3lst street, New York City, has made 
available color cards describing a new lumi- 
nous paint just developed by the Fluo- 
rescent Pigments Corporation, for which 
Prescott is sales agent. Said to be alto 
gether different from any product on the 
market before, the lumnous plastic absorbs 
enough light during the daytime so that it 
will be visible during the entire period of 
darkness. Its use is suggested for many 
novel displays. 


Black And White 


Dress Forms 

Gerstein Brothers Mfg. Corporation, 1261] 
Broadway, New York City, has announced 
an innovation in the firm's Adjustrite dress 
form. This is now being made with a black 
board on one side and white on the other. 
The addition to the line is designed to be 
used with the black side to the front when 
displaying a dark dress and the white side to 
the fore for the display of a light garment 


Rubber Nautical Pieces 
Added By Maharam 


Maharam Fabric Corporation, 130 West 
46th street, New York City, has perfected 
and stocked a complete line of nautical 
pieces made of moulded rubber. Included 
are a porthole, sailor, anchor, and the like. 
They are said to be sturdy, well designed 
and executed, and practically unbreakable. 
Literature can be obtained on request. 


Radium Display 
At Macy's 

In connection with the current campaign 
of the Greater New York Fund, R. H. Macy 
& Co. is using a window display built 
around a gram of radium, loaned by the 
New York Cancer Committee. The win- 
dow also contains a scale model of the Parts 
laboratory of Pierre and Marie Curie. Irving 
Eldredge is display manager. 
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87” VELVELUR, 


Wide Background Papers 


Summer and Fall Line of Panels, 
Pancramas, Backgrounds, Valances, etc. 
Styled by The Ace Paper Co. of N. Y. 


In Stock for Prompt Delivery by 
GARRISON WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 





- « BAMBOO 


Put that Tropical Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO ... 


Immediate delivery from the largest stock in the 
U All sizes from % inch to 7 inches in diameter. 


COMPLETE LINE OF NOVELTIES 
Write for our Catalogue and Price List 


TROPICAL Floor and wall coverings, 
matting, Chinese hats, 
trays, tapa cloth, thatching. 


PACIFIC BAMBOO PRODUCTS, INC. 
\ 6701-15 Eleventh Ave. Los Angeles, Calif. J 


NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, 








overnight without removing 
from the floor. @Perfect for use with air-gun or 


re-coloring Draperies. @All colors and black. 
For complete information and sample (color 


selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 











““FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


FLAME-GLO CO. Inc. New” foe “Cty 








REDIKUT LETTERS 


DIE CUT CARDBOARD LETTERS 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 


524 S. Spring St. Los Angeles, Calif. 








PHOTOGRAPHIC ENLARGEMENTS 
an N 
BLOWUPS 
From photographs or printed matter. For win- 
dow and counter display. Mounted or unmounted. 
Tracings for Silk Screen Process 


NEW YORK SOLAR PRINT CO. 


736 Broadway (Since 1907) New York City 











PAYER & ani AIRBRUSH 


é particular artist 


Send for Catalog §2 


THAYER & CHANDLER 
D10_W.VAN BUREN ST. CHICAGO.ILL. 
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would 


Question: We 
much if you could send me any 


appreciate it very 
informa- 
tion whatsoever concerning trough lighting 
on the floors in display windows. Do you 
window 
below the level of the glass it- 


know of any stores that have the 
floors sunk 
self in order to conceal either spotlights or 
tubular lighting? We are 
windows and would like to incorporate the 


remodeling our 


latest and most practical lighting possible. 
Pittsburgh. 
Answer (by W. J. Eby, 


Cleveland) 


General Electric 
Company, Footlighting is often 
a very worthwhile addition toward creating 
effective show window displays. There are 
several equipment manufacturers that hav 
available continuous trough reflectors using 
Mazda “F” 
factory for this service. I am sending you 
a copy of each of two brochures; in the one 
entitled “Store Lighting Ideas” vou will find 
a thumbnail sketch illustrating the use of 


lamps which will be quite satis 


spotlights concealed beneath removable sec- 
tions of the window floor. This method has 


been used with apparently satisfactory re 
sults. 

Some displaymen, when they desire spot 
lighting from the floor, are using spotlights 
mounted in housings of modern design and 
attractive exterior finish so that they may 
be placed in view without detracting trom 
the appearance of the display. 


Question: Could you please advise me 1 


the International Association of Display 
Men convention which ts to be held in Chi 
cago in June is open to non-members of this 

rganization: I ama displayman in a lead- 
and would like to 
attend this convention, but I am not a mem- 
ber of the 


ing department store here 


association. If it is advisable 


to obtain a membership, please advise me 
how. Colorado Springs. 
Answer: It is not necessary for you to 


be a member of the I. A. D. M 
you to attend the convention 


in order for 
Simply regis 
ter at the convention registration desk at th 
Hotel 


badge which will admit vou to all sessions 


Sherman and you will be given a 


of the convention—and to the exhibit rooms 
and sample rooms. The business meeting on 
Wednesday 
Your 
cocktail party or similar entertainment. Spe- 
usually cost $1 and_ the 


ranges from $3 upward. 


afternoon is for members only. 
registration fee usually includes a 
cial luncheons 
banquet and dance 
We are asking the national headquarters of 


the I. A. D. M. 


membership 


to send you full details about 











145 to 151 
W. 18th St. 
New York 


Write for New 
Catalogue “D” 








‘GENUINE. 


RUBBERLITE 


YOUR INSURANCE 
AGAINST BREAKAGE 
* * 








MANUFACTURED EXCLUSIVELY BY 


RUBBER PRODUCTS, INC. 
it of Roman tients pinot Chicago 
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TROPICAL 
DISPLAY MATERIALS 


GALORE 





We manufacture a complete line of Tropical 
Display Accessories, Rattan Furniture, Bam- 
boo Blinds, Matting, etc. Illustrated above are 
but a few of the hundreds of items we carry. 


Samoan Louhalla Floor Mat sq. ft. $0.22 
Woven palm leaf panels, 
approx. 12’’x6’ ea. $3.00 


Fine Petate matting, approx 4‘x7’. .ea. $3.00 
Cuban Herringbone weave mat, 


assorted sizes sq. ft. $0.15 
Fine Chinese matting, 3’ wide, 

140’ long sq. ft. $0.15 
Diamond Weave split bamboo sheet- 

ing, 6'."" wide rolls sq. ft. $0.25 
Bamboo mounted on canvas sq. ft. $0.40 
Coolie Hat $1.75 
Woven straw, *,"’ and '."" wide, 

300’ long $4.50 
Native braided grass, '."" hank $3.00 


Consult us first for all your display 
problems. Terms Cash, 10% with 
Order, FOB Los Angeles. 


TROPIC SHOP 


4568 Beverly Blvd. Los Angeles, Calif. 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 





Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
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Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
] Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Se nag (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 
Show Cards 

Show Card Colors 
Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 
Sleeve Forms 
Stencil Outfits 

Stock Posters 

Store Designing 
Store Fronts 

Tackers 

Time Switches 
Turntables 

Valances 

Wall Board 

Window Lighting 


[}) Do you wish a copy of their catalogue ? 
{] Do you plan to remodel your store soon? 
{) Do you plan to build a store soon? 
MAIL TO 
DISPLAY WORLD 


CINCINNATI, OHIO 
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Firm 
Display Manager 
Street 
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MAY, 1916 


New York City displaymen were planning 
special displays for the big “Preparedness 
Parade” in which some 135,000 people took 
part. 

The 


Clation 


Asso- 
the 


Managers 
and dance” at 


Baltimore Display 
held a “cabaret 


Emerson hotel. 


David B. Chambers resigned as display 
manager of Younker Brothers, Des Moines, 
to take a similar post with Lindell’s, St. 
Louis. 

One of the current motion picture “shorts” 
being shown in American theatres featured 
Cr display manager for The 
Broadway Department Store, Los Angeles; 
Pressley draped several gowns for the cam- 
using Actress Loris Melford as the 
model. 


Pressley, 


era, 
scheduled for the 
Association of Display Men 
Chicago were: E. J. Berg, 
Burgess-Nash Company, Omaha; A. A. 
Hansen, Werner & Werner, St. Louis; Carl 
W. Ahlroth, Union Clothing Company, Co- 
lumbus, Ohio; William H. Hinks, John W. 
Thomas Company, Minneapolis; Bert Cultus, 
Brothers, Tacoma; Byrd Coleman, 
Titche-Goettinger Company, Dallas, and 
Carl Meier, Simon & Landauer, Davenport. 


Among the speakers 
International 


convention in 


Rhodes 


MAY, 1931 
Michael Dai became display manager for 
New York City. 
charge of apparel display for Montgomery 
Ward & Co. in the same city. 


Roland's, He had been in 


The Chicago Display Mens Club elected 
the following officers: president, J. H. Rich- 
ter, The Fair; vice-president, A. E. John- 


son, Sears Roebuck & Co.; secretary-treas- 
urer, Merrill Long, Montgomery Ward & Co. 
IF. D. Hartley, for two years assistant dis- 
play Block & Kuhl Company, 
Klisworth H. 
head of display for the company’s stores. 
Se 
LL. Hammel 
He had held 


Herz Store, 


manager ot 
Peoria, succeeded Bates as 
Long became display manager for 
Dry Mobile. 
a similar position with The 
Haute. 


Goods Company, 
Terre 

K. W. Bailey resigned as display head of 
Bachrach Clothing Company, Decatur, IIL, 
to open a display service. 

The following were in charge of display 
Ed Rose, Harris- 
Hahlo Company, Houston; Oscar Ryan, An- 
derson-Newcomb Company, Huntington, W. 
Va.; John Stiff, Goldsmith & Sons, Mem- 


for their respective stores : 


phis; L. S. Kelley, The Boston Store, Chi- 
cago; E. W. Woolard, Arnold-Constable’s, 
New York City; A. Matzer, Thalhimers, 
Richmond; Matt Markusick, Blum’s, San 


Antonio; Carl Shank, Stix, 
Company, St. Louis; De Lyal Davis, Charles 
F. Berg Company, Portland, Ore.; Russell 
Walbridge, H. Liebes & Co., Portland, Ore. 


Baer & Fuller 





MAY, 








ADVERTISING INDEX 


MAY, 1941 





1941 


Barrango & Co., C 2 
Becker Sign Supply Co 45 
Bliss Display Corp 19 | 
Bulkley, Dunton & Co 35 | 
Carstenite Sales 42 
Century Lighting, Inc 43 
Chicago Cardboard Co 29 | 
Coy, Disbrow & Co 29 | 
Detroit Showcase Co 45 
Display Associates 39 
Display Equipment Corp 45 
Douglas Fir Plywood Assn. Inside Back Cover 
Eaton Brothers Corp 31 
Excelsior Paper Specialties Co 37 
Flame-Glo Co., Inc 47 
Friedrich & Dimmock 43 


Garrison-Wagner Co 33, 42, 45, 47 


Haida Displays, Inc., Victor 33 
Hansen Mfg. Co., A. L 27 
Helms Chemical Co 47 
Hotel Sherman 27 
Hudson Specialty Co. . 43 


International Association of Display Men 
Inside Front Cover 


International Register Co . 45 
Klarion Merchandising Co 4\ 
Korrect-Way Display Products 43 
Maharam Fabric Corp 42 
Manhattan Wood Letter Co 47 
Merkle-Korff Gear Co 44 
Mileo, P. C ; 42 
Mitten Display Letters Co 31 
New York Solar Print Co 47 
Opportunity Exchange 46 
Paasche Airbrush Co 44 
Pacific Bamboo Products Co : 47 
Printloid, Inc 44 
Prop Shop 39 
Redikut Letter Co 47 
Reyburn Mfg. Co 39 
Rubber Products, Inc 47 
Service Bureau 48 
Sherman Paper Products Co 25 
Sherwin-Williams Co Back Cover 
Shoe Form Co 23 
Slomon, Ira R 31 
Spanjer Brothers 33 
Speedway Mfg. Co 45 
Stensaaard & Associates, W. L | 
Sun Filter Shade Co 45 
Thayer & Chandler 47 
Transmarine Trading General Patents 

Corp. 4 
Transparent Shade Co 39 
Tropic Shop 47 
U. S. Plywood Co., Inc 2\ 
Wideroll Paper Co 43 
Wold Air Brush Mfg. Co 3! 














= oS ee OSS 


47 


39 
47 




















BEST FOR MODERNIZING These 2 views of a women’s ready-to-wear shop in 
Everett, Wn., show how effectively Douglas Fir Plywood lends itself to modern 
design. Because plywood works so quickly and can be finished the instant it's 
installed, it minimizes the time needed for modernization. Note the attractive rounded 
corners, easy to build with plywood. 
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THESE SMART CABANAS at the Arrowhead 


Springs Hotel, near San Bernadino, Calif, were 
constructed of EXT-DFPA the type of Douglas Fir 


Plywood made with a water-proof binder for outdoor 
use. Exterior walls are white; interior walls, dark 


green; roofs, white and yellow. 


THIS DEL MONTE DISPLAY 

was screen-processed in 15 

colors on Douglas Fir Plywood Qa 
by Velvatone Poster Co. San 

Francisco. Plywood's strensth, 

rigidity and durability make it a‘ 


wood.”” Douglas 


mms SPECIFY DOUGLAS FIR PLYWOOD 
PLY WALL Bas ae) ey) a) ae 


WALLBOARD PLNPANEL D.EPRA. 


OFPA 
INSPECTED 


nr SEND NOW for the free 
booklets: ‘“‘How your store can 

IL use Douglas Fir Plywood’ and 
“How to finish Douglas Fir Ply- 


Association, Tacoma, Wn. 


an PLYWOOD 


There’s a grade or type 


Q 
key of this ‘‘Modern Miracle 
wv 


in Wood” for every purpose 


NO MATTER what kind of display 
work you do, you will find Douglas 
Fir Plywood better than any other 
material for scores of your jobs. Be- 
cause Douglas Fir Plywood is real 
lumber, it works easily with all tools 
and is receptive to amy finish. It holds 
nails and screws at the edge and can be 
bent without cracking or breaking. It 
combines large size and light weight. 
It has amazing strength... is split- 
proof and damage-proof. 


Douglas Fir Plywood is made in two 
types: (1) Moisture-resistant for indoor 
uses. This type contains the popular 
Plywall, Plypanel and Plyscord grades. 
(2) Water-proof for permanent out- 
door uses. This is made in a variety of 
grades, but each is stamped with the 
distinctive EXT-DFPA “grade trade- 
mark.” Always specify EXT-DFPA 
when you order. Both types of Douglas 
Fir Plywood are made in a number of 
thicknesses and in convenient sizes 
up to 4 feet by 8 feet. 


Progressive lumber dealers stock all 
grades of Douglas Fir Plywood in re- 
presentative sizes and _ thicknesses. 
Order from your dealer today. Remem- 
ber, Douglas Fir Plywood is an in- 
vestment because every piece can be 
used over and over again. 


Fir Plywood 
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® For distinctive sign and dis- 
play work of all kinds, you'll 
never find a line of process 
colors that work more easily, 
have greater brilliancy and 
cover better than “Poster” Col- 
ors. Sherwin-Williams, world’s 
largest paint and varnish mak- 
ers, are particularly proud of 
thefn. 

S-W Poster Screen Colors 
dry fast to a beautiful matte 
finish. Each color is concen- 
trated for greatest covering 


SEE US AT THE |. A. D. M. CONVENTION, C 


capacity and brilliancy. They 
are uniformly ground, will pass 
through the finest mesh silk 
without clogging. They print 
to a clean edge, allowing hair- 
line registration. They dry uni- 
formly flat in from 5 to 30 
minutes, regardless of the por- 
osity of the surface. 

Try Sherwin-Williams 
Poster Silk Screen Colors on 
your next jobwheredistinctive- 
ness is a prime 
requisite. 
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